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xXper7ence 
produced this blade 


What does experience really mean in the manufac- 
turing of any tool? Has it any significance, or 1s it 
just advertising talk? 

Clemson Brothers have spent three generations in pro- 


ducing the Star Hack Saw Blade and they manufacture 
nothing else but Hack Saw Blades. 



















Makers Since 1883 


STAR HACK SAWBLADES 


CLEMSON BROS., INC. MIDDLETOWN, N. Y. 
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Two Sections—Section One 
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A time to plan buying 
and selling for 1927 


Edward A. Filene, the famous Boston mer- 
chant, in a recent book tells some of the polli- 


After 


reading his story, one knows that Filene suc- 


cies that contributed to his success. 


ceeded because he planned both his buying 


and his selling. He leaves little to chance. 


Plan to Concentrate 


Buying power is secured by concentration. 


Filene studies his market and then picks the 
In the field of small 


Each 


None, however, are 


best sources of supply. 
tools you, too, have many sources. 
offers some advantages. 
more profitable to the merchant than concen- 
tration. One order, one invoice, one ship- 
ment, one checking and one payment enable 
you to spend more time selling and more time 


planning the future of your business. 


W ell Bought Is Half Sold 


Filene tries to offer in every department 


merchandise that he calls ‘“The Best Buy.”’ 


Greenfield Tap & Die Corp. ' 
Greenfield, Mass. 


Gentlemen: 


dM 


In small tools, GVTD products will be re- 
garded by your most particular customers as 
the Best Buy. They have stood the test of 
time. They daily are breaking records as 
quantity production tools in the automotive 
and metal working industries. They are fairly 


and truthfully advertised to the tool user. 


Margin and Turnover 

One merchant found more profit in a 
$50.00 sale of GTD taps than in $350.00 
worth of other goods. Seldom do you have to 
Their 


standard of value is known and recognized. 


argue about the price of @TD tools. 


Thus your margin is protected. Next, con- 
centrated buying of all small tools and pipe 
threading tools from one manufacturer helps 
turnover because you can keep inventory 
lower all vear long and yet have every wanted 
item when needed. Study our Catalog 49 
when you plan for 1927. 


/ 





Send me your Catalog 49 containing 
over 20,000 small tool and pipe tool 


| 

items. a 
+ 

Name : 
| 

Te ee ee : 
eee State....... : 
H Age, Jan. 6 : 











CORPORATION 


MASS.,U.S.A. 





( GREENFIELD ap AND > oe 





GREENFIELD, 
New York—15 Warren Street Chicago—13 So. Clinton St. 
Detroit—224-226 W. ee St. 
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¥ Print White 


or light colors \ 





























AINTERS have relied on pure White Lead for generations of 
good painting. No other kind of paint makes so dependable a 
foundation for various decorative finishes applied through the years. 
Eagle Pure White Lead in Oil is made from pure lead by the Old 
Dutch Process. Let Eagle help maintain your reputation for handling 
highest quality materials. | 





Tre EAGLE-PICHER LEAD COMPANY ~ 134 North La Salle Street . CHICAGO (@@=E=S 


EAGLE Pure WHITE LEAD 


OLD DUTCH PROCESS 




















OUR FIRST ORDER 


INCLUDED DISSTON SAWS 


T. H. Dingler, General 
Hardware, Carbon, Texas, 
has 36-year record 





I. A. DINGLER 
Founder of the T. H. Dingler Store 


“We appreciate your enrolling us 
in the Disston 25-Year Club. 

“We well remember that we pur- 
chased Disston Saws on our open- 
ing bill, back in 1890, from Hurlbut 
& Sample, jobbers then, of Brown- 
wood, Texas. 

“In all those years we have 
handled Disston Saws almost ex- 
clusively. 

“TI. A. Dingler, whose likeness 
appears above, has retired from 
active connection with the firm, but 
his wise counsel and advice is al- 
ways sought in important transac- 
tions. Even at the age of eight-two 
he is still active and moves about as 
a man of forty-five or fifty.” 

Sincerely, 
T. H. DINGLER. 


YOU CAN JOIN THIS 
CLUB 


The Disston 25-Year Club is an 
organization of hardware dealers 
who have been selling Disston Saws 
for 25 years or more. 

There are no dues or expenses. 
If your store has handled our saws 
for over a quarter-century you are 
entitled to the handsome Certificate 
of Membership,—and other Club 
privileges. 

Send in this application. 


Please enroll us in the Disston | 


25-Year Club. 


| ET EN Fa me 
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DISSTON LIGHTWEIGHT SAWS 
OPEN A NEW SAW MARKET 


Disston Lightweight (Ship Pat- 
tern) Saws bring you a great oppor- 
tunity for increased saw sales be- 
cause :— 

There is today an active demand 
by carpenters for a saw that is 
lighter in weight . . with less 
width to the blade. 

Even carpenters who have a full 
kit of wide-blade saws are buying 
one or more Lightweight Saws. 

Building methods have changed! 
There is not as much heavy sawing 
to do. Today no saw-kit is com- 


plete without a Lightweight Saw. 


Every saw user in your neighbor- 
hood is a prospect. Stock Disston 
Lightweights. Keep them displayed 
prominently in your window and in 
your saw case. Ask carpenters to 
examine them. 


With Disston Lightweights and 
Disston regular patterns your saw 
stock is ready to supply any call. 


Order from your jobber. Practi- 
cally every Disston Saw is made in 
the Lightweight model. 


HERE ARE SOME ACTIVE SELLERS TODAY! 
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Disston No. 12 Lightweight (Ship 
Pattern) Saw 
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Disston No. 7 Lightweight (Ship 
Pattern) Saw 











Disston D-115 Lightweight Saw 
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Disston D-8 Lightweight (Ship 
Pattern) Saw 
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Disston D-23 Lightw 
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SALES-CLERKS! 


CAN YOU ANSWER 


THESE QUESTIONS 


Here are some typical questions 
which are asked in hardware stores 
by saw purchasers. 


How many of them can you an- 
swer? Try it and see what your 
score is. Then write us for Free 
Saw Chart which answers these, and 
many other questions, which you 
will encounter. 


What is the difference between 
cross-cut and rip saws? 


What “point” cross-cut should 
I buy for all-’round work? 


What is the best saw to cut 
asbestos pipe covering? 


What should I use to cut cur- 
tain poles and other small 
work? 


What saw do I need to make 
these fancy wood cut-outs 
that I see in magazines? 


What saw will cut curves or 
holes in wood? 


What saw will cut a bakelite 
radio panel? 


I want to insert a switch-box 
in a base-board. What saw 
do I need? 


EVERY HOME SHO 











A DISSTON HACK SAW 


There are so many times around 
the house where a hack saw would 
save time and labor. 

But householders do not realize 
it. And they hack away with a 
chisel_—or use a file, spoiling the 
job and their temper, too. 

Do a little educational work on 
some of your customers. Show them 
a hack saw and explain its use. . 

Here are some: 

Cutting gas and water pipes; 
metal curtain rods; radio panels, 
nails, screws, bolts, wire, iron fenc- 
ing, for cutting slots in round head 
bolts so they can be turned off with 
a screw-driver; for sawing asbestos 
pipe covering; for cutting metal 
linoleum binding to proper lengths, 
and any other task where metal 
must be cut. 

You can sell many a frame, and 
you'll have a steady, repeat business 
on Disston Hack Saw Blades be- 
cause they give satisfaction. 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,”” PHILADELPHIA, U. S. A. 
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Sell - - 
RECOGNIZED QUALITY 


Make More Sales and Increase Your Profits! 


For over 33 years, ority of ARMSTRONG Tools. 
the ARMSTRONG STRONG Tool is made of the finest materials, is of improved 
Trade Mark has ¢sign and produced by skilled hands—delivering maximum ser- 


stood as the Sym- 
bol of High Qual- 


vice and satisfaction. 


This unqualified reputation reflects to your credit and profit by 
making better customers and bringing you repeat sales. The 





Workmen in every country on the globe recognize the superi- 


They know that every ARM- 


ity. ARMSTRONG Guarantee is back of every sale you make. 
Push the Line that means most to you—RECOGNIZED 
QUALITY. 


A Complete 





Solid Pipe Dies and Stocks 


ARMSTRONG BROS. Stocks are of new and 

improved design. Smooth, compact bodies 

without sharp edges or ribs. Bodies of Certi- 
fied Malleable Iron. 





Saunders Type Pipe Cutter 


Plumbing and steam and gas fitting workmen 
need this Cutter for quick, clean cutting. Only 
one cutter wheel used and two hardened rollers 
eliminate any burr. Parts interchangeable with 
similar parts of other standard makes. 


By making us your source of supply, you get 
benefits of freight allowances on 200 pound 
shipments or better. 





Hinged Pipe Vises 


These Vises are of improved design 
and superior workmanship. The 
Frame and Base are made of Certi- 
fied Malleable Iron. The Jaws are 
Tool Steel carefully milled, hard- 
ened, tempered and tested. 


Chain Pipe Vises 


Extremely compact, convenient, 

strong and quick in action. Com- 

bines maximum strength with mini- 

mum weight. Especially handy for 
outside jobs. 


OW heressaicoms 


All-Steel Pipe Wrench 


Positively the strongest pipe wrench 
—. Weak frame df old style 
enches entirely eliminated. Pat. 
onal “ball and socket” nut gives 
increased flexibility and maximum 
strength. Side pull strain taken 
by two solid forged steel lugs. 


Line of Quality Pipe. Tools “a 





Adjustable Dies and Stocks 


ARMSTRONG BROS. Pipe Dies have relieved 

or “‘backed off”? chasers made from special alloy 

Tool Steel which makes them easy cutting and 
long lasting. 





Barnes Type Pipe Cutters 


Convenient on general work and indispensable 

where cutter cannot be revolved entirely around 

pipe. Body of Certified Malleable Iron. Pins 

are Tool Steel. Cutter wheels are made from 

special alloy Tool Steel, carefully hardened and 
heat treated. 


Your customers know that the ARMSTRONG 
Trade Mark is their Best Guarantee of the 
Highest Quality obtainable. 


New Catalog Just Out. Write for Free Copy showing Complete Line, with Prices, Sizes, etc. 








Chicago, U. S. A. 


ARMSTRONG BROS. TOOL CO. 


**The Tool Holder People’ 
OF 314 N. Francisco Ave. 
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E. all dry battery uses choose Eveready Columbia Dry Batteries 
. .. they last longer 


Manufactured and guaranteed by 


National Carbon Co., Inc., New York—San Francisco 
Canadian National Carbon Co., Limited, Toronto, Ontario 








Just like coupling your private car to the engine 


DURING 1927 Eveready Colum- 
bia Dry Batteries will be adver- 
tised in a long list of national 
publications, including The Sat- 
urday Evening Post and other 
leading magazines. Newspapers 
will be used to further back up 
this campaign and to localize it 
in your territory. 

Some exceptionally fine poster- 
style illustrations full of human 
interest will be used. Millions of 
dry battery users will see them. 
The first one is illustrated above 
in reduced size. It will appear 
in full color, page size, in The 


Saturday Evening Post, March 
19th, and in bold black and white 
in other publications. 


The same illustration in full 
color will be made into attractive 
window display pieces and will 


EVEREADY 


COLU MBIA 
Dry Batteries 


- they sell faster 








be available to all Eveready 
Columbia dealers. Displayed in 
your window, the tie-up is imme- 
diate and powerful. Your window 
displays and the national mag- 
azine and newspaper advertising 
will work as a unit, resulting in 
increased sales. Order Eveready 
Columbia Dry Batteries from 
your jobber. 


Manufactured and guaranteed by 
NATIONAL CARBON CO., INC. 


New York San Francisco 
Atlanta Chicago Kansas City 


Canadian National Carbon Co., Limited 
Toronto. Ontario 
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‘I would rather sell one roll of U. S. Poultry Fence 
than five of any other for when [ sell one roll of U. S 
it sells more for me,” writes a hardware retailer. 


And there, in a few words, is the story of the tre- 
mendous repeating sales power of U. S. Poultry 
Fence. It’s a story of consumer appreciation of a qual- 
ity article,a story of profitable turnover for the dealer. 


U. S. Poultry Fence, as the first choice of suc- 
cessful poultry raisers everywhere, has set new 
standards for sales and profits in poultry netting. 


Here, for the first time, is a poultry netting that 
buyers ask for by name. 


They know by experience that itis the only netting 
which fulfills every requirement of modern poultry 
husbandry. They know that it stretches straight and 
true from post to post without the aid of top rail or 


Indiana Steel & 


Muncie, 
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U.S.Poultry Fence Means More Profi 
Because lt Means More Sales / 
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baseboard. They know that it never sags, bags or 
buckles. They have learned that U. S. costs less 
“put up” and gives longer years of service. 


Thousands of dealers over the country are build- 
ing customer good-will and realizing greater profits 
by stocking and selling U. S. Poultry Fence. 


Dealers everywhere use U.S. as aleader for they have 
found that the sale of this better poultry netting leads 
to the sale of many associated articles---staples, steel 
posts, poultry supplies, brooder stoves, incubators, 
hinges, hammers, nails and other profitable items. 


There’s a demand in your trade territory for this 
better poultry netting. If you are not already “cashing 
in with U. S.,’’ start now! On entering your orders, 
be sure to specify U. S. Poultry Fence---not just “poul- 
try netting.” 


Wire Company 
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BETHLEHEM STEEL COMPANY, General Offices: Bethlehem, Pa. 


District Offices: 


New York Boston Philadelphia Baltimore Washington Atlanta Pittsbur Buffalo 
Cleveland Detroit Cincinnati Chicago St. Louis San Francisco Seattle Los Angeles Portland 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole Exporter of 


our Commercial Products 


BETHLEHEM > 








_ Dealer and Jobber 


oo jobber and dealer who wishes to build a 
permanent business, and become firmly estab- 
lished with his clientele, can do so with Bethlehem 
Wire Products. 


The Bethlehem organization will do their share 
toward your success—through unvarying quality 
and attentive service. All Bethlehem Wire Prod- 
ucts are made of the proper grade of steel, and are 
processed with care, thus resulting in a product that 
will fulfill the exacting requirements of all ifsers. 


Package products are packed in strong and neat 
containers, and are clearly marked. The substan- 
tial appearance of our packages is expressive of the 
enduring quality of our product. 


You will find Bethlehem Wire Products unexcelled 
in quality, and you will take pleasure in selling a 
product in which you have explicit confidence. 


Our Nearest District Office Will Gladly 
Consult With You About Bethlehem 
Wire and Wire Products 


C, . \ A. \ 
. ae 
Write for our Agency Proposition 


CAMBRIA FENCE 


BETHLEHEM STEEL COMPANY 
Bethlehem, Pa. 










, 





Other Bethlehem 
Wire Products 


Nails of all kinds, Staples, 
Cambria Fence,  Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 
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SELL THIS HINGE 
TO RADIO FANS 


You can say this to your cus- 
tomers:— 


“Oh, you’re building a radio 
set. Here’s just what you want 
for that hinged top. 


“Put one of these Stanley 
continuous hinges on your cab- 
inet and you'll never be trou- 
bled with a loose top.” 


Selling points of the 
Stanley No. 311 Continuous Hinge 


1. Made of brass, white metal, or Stanley Steel. Fur- 
nished in any finish desired. 








2. Screw-holes evenly spaced and uniformly counter- 
sunk. 


3. Barrel of hinge even and uniform regardless of 
length. 
"4 4. Made in all lengths from 6 to 84 inches. 


yt 5. Sold in assortments; packed in convenient cartons. 
The regular assortment contains two pieces each of 


Mar, i the 20, 22, 24, 25, 28 and 30 inch sizes. 











l- 
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THE STANLEY WORKS, NEW BRITAIN, CONN. 
New York Chicago San Francisco Los Angeles Seattle 


Stanley 
Continuous Hinge 
No. 311 





STANLEY 
~ 














STAN LEY HAR DWARE 


MADE OF STANLEY STEEL 
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The greatest selling help 
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PYREX 
Pie Plates 
. While they last 
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PYREX OVENWaReE . 





a ee 


Po net gies | remme, f 


PYREX 


Pie Plates 
While they last 











HIS Window Display will sell merchandise for 

you. It isnot atall difhcult toinstall. And when 
you procurefive ribbons, and add them to the display 
material supplied to you with the “SPECIALS” 
—the entire equipment for this Display is at hand. 
Arrange your Display like the above and COM- 
PLETELY FILL your window with the “SPE- 
CIALS” and a generous supply, in variety, of the 
regularly-priced items. (Do not shorten the appeal 
of your Display by including any other kind of mer- 
chandise. It’s a mistake to try that. Better use your 
window for a shorter period for one line, and then 
change.) 











The short PYREX Ovenware line of today, while complete, has no 
dead items; is profitable to the Dealer, and merits 
prominent display 


NEW ITEMS IN THE 

















PYREX Custard Cups— PYREX Tile—No. 753— Deep Oval Pudding Dish Se 
No. 410—3 oz. size— To carry No. 653 Square Nos. 032 to 034—1 quart, . 
Retail price 10c Casserole and 053 Pudding 1'2 quart and 2 quart sizes. PYREX Tile—No. 723—To fit No. 
Dish 623 Round Casserole and 


023 Pudding Dish 
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Electrotypes and Matrices for newspaper 
will be supplied upon request 
Factory. Nocharge. Specify 
whether 1 or 2 column—whether Electro- 
type or Matrix is desired. 


1927 


HARDWARE AGE 


ever offered PYREX dealers! 


T. M. Reg. U. S. Pat. Off. 


Special pie plate offer— 
regular #209 pie plate 
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po years PYREX Dealers have sought an 
opportunity to offer a piece of PYREX Oven- 
ware at a special price. We are now making 
that possible. The manuf.cturing profit has 
been sacrificed in order that the Dealer may 
offer this specia! inducement to consumers. 


A 90c PYREX Pie Plate to retail at 59c 
(89c in Canada) 
Simply to sell a large quantity of these Pie 
Plates is NOT the idea of this plan. The 
*““SPECIAL” is offered you as a vehicle to sell 
great quantities of regularly priced PYREX 
dishes at the same time. 
The Offer— 

From Your Josper, or from the Factory——With each 
dollar's worth of regularly priced PYREX Ovenware 
ordered NOW, for At Once shipment, one (1) only No. 209 
PYREX Pie Plate (guaranteed regular quality, shape, style 
and number) may be ordered, in addition, at 

43c Net Each (64c from Canadian Jobbers)—(Terms: 
10 Days net; 2% allowed for payment within 10 days from 


date of invoice. F.O.B. Corning, N. Y.) 





When buying from your Jobber, his regular terms will 
apply. 

Exampte: If your order of regularly priced PYREX 
Ovenware amounts to $100 Net, you may order in addition 
up to 100 only “SPECIAL” Pie Plates. 

WeicuT AND Case Quantity: 24 only toa shipping case, 
weighing 58 Ibs. 

Dispray MareriAt: For both window and counter 
packed in each shipping case. 


One order only to a store—except 

A store which advertises the “SPECIAL” in its local news- 

paper and conforms with the above rules, may place a 

second order—under the following conditions only; 

(1) A copy of your newspaper advertisement must be 
ATTACHED to your order— 

(2) That order must reach your Jobber or the Factory on 
or before February 28, 1927— 

(3) For each dollar's worth of regularly priced PYREX 
Ovenware ordered, one Pie Plate No. 209 “SPECIAL” 
may be ordered, the tota] “SPECIALS” not exceeding 
20% of the quantity of “SPECIALS” on the first order. 


Same conditions apply whether buying 
from a jobber or the factory 


PYREX SALES DIVISION 


Corning Glass Works, Corning, New York 


PYREX LINE 


Special 


eZ: 59c 


89c in Canada 
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PYREX Tile—-No. 743— Well and Tree Platter—- No. 372 
To carry No. 643 — Dimensions same as No. 316 





Oval Pudding Dish, Shallow— PYREX Tile 
Nos. 042 to 044-1 quart, 1'% 
quart and 2? quart sizes. 


To fit No. 633 Oval Casserole 
and 033 Pudding Dish 








5 
‘ 
§ 
Z 
§ 
; 
Fi 


FV rey = Re 














HARDWARE January 6, 1927 




















The New Horton Automatic Ironer, 
30 inch complete open end roll. 
Electric or gas heat. Electrically 
driven. 

























The Horton No. 34, copper tub 
electric washer. Submerged 
Agitator type. 
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The Horton No. 40, copper The Horton No. 33, wood The Horton No. 23, Motor The Horton No. 30, Peerless, 
tub electric washer. 3-cup tub electric washer. Agita- High Speed,wood tub,hand wood tub, water motor 
suction type. tor type. power washer. washer. 


‘Washers 


HORT ) aomaail 


GOo0oD PRODUCTS — Yes! 
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entirely upon Horton 


A Complete Line ~ 

Dependable in Quality of 

Manufacture ~ Dependable 
in type of Appliance 
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CoD nen must be something back of a 


name and a product to endure 
through 56 years. 


There must be something more than factory, 
men and materials. 


The first washing machine made in America 
was a Horton— built in 1871. Though crude 
in design, compared with the Horton of to- 
day, it was rightly principled —soundly built. 


Through the years, this same basic funda- 
mental — of sureness and soundness, has 
characterized every Horton achievement. It 
was the ideal which guided those who di- 
rected Horton in 1871. It is the same spirit 
which guides Horton today, not only 
in manufacturing policy, but as well (gf 
in merchandising principle. 


Such a reputation—56 years in the 





making — is the strongest of all guarantees, 


that what you buy of Horton is worthy —is 
dependable. 


Whether it be wood tub model, hand oper- 
ated; whether it be copper tub model, elec- 
trically driven; or whether it is the Horton 
Automatic Electric Ironer, rest assured it is 
the finest of which the heart and hand of 
man are capable. In its entirety the Horton 
line is dependable, not only in quality of 
manufacture, but in type of appliance. 


In every section of the United States — in 
every jobbing center, there is a leading job- 
ber who distributes the complete line of 
Horton Washers and the Horton Ironer. 


If you do not know of the jobber 
nearest you— write us~we will gladly 
advise, together with full details on 
the complete Horton line. 


HORTON MANUFACTURING CO. 


Fort Wayne, Indiana 


HORTO 





Washers 


lroners 





and above all else GOOD FRIENDS 
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Crescent road 


~toa successful 
year of tool sales 


Starting with the Crescent Wrench, 
each new tool added to the Crescent 
list has marked a milestone in the sales 
progress of dealers handling Crescent 
Tools. 

The complete Crescent-Smith & 
Hemenway line now leads the way to 
quicker sales and larger volume than 
has ever before been possible. 


Right now, at the beginning of 1927, is a 
most desirable time to adopt the policy of 
making sure that your stock of Crescent- 
Smith & Hemenway Tools is complete at 
all.times and of giving these tools and the 
Crescent counter displays a prominent place 
in your store. 


Your jobber has them. 


CRESCENT TOOL COMPANY 
204 Harrison St., Jamestown, N. Y. 


CRESCENT 


and Smith G Hemenway 


TOOLS 


Made and guaranteed by 
the originators of the 
2. ~ Crescent Wrench 
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Here Are Two Constantly Used Drills 
Both Make Customers—and Keep Them 





\ 


Write for catalog 
and _ information 
regarding your . 
special require- 
ments. 






BIT STOCK 
DRILL wWMNol08 


For metal ~ 
also drills 
wood without 
splitting it 


WOOD BORING 
BRACE DRILL WO 109A 
Specially tem- 
pered and point- 
ed for wood and 
O00 ole) al of: 


injured by contact 
with nails, plaster 
€ Kindred material 






Shanks of both 
Drills are accu- 
rate and fit all 
braces on the 
market. 


This Shield Appears 
on All Our Drills 











HE STANDARD [OOL (0 


CLEVELAND 


New York: 94 Reade St. 
Fredk. Pollard & Co., Ltd., London and Leicester, England. 


Chicago: 552 W. Washington Blvd. 


Paris, France—Burton Fils 


Copenhagen, Denmark—Nienstaed & Co, 
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s ell The Cross-CutGaws That 
Are TheWorlds Sates agilers 


If you do not carry Simonds 
Crescent Ground Cross-Cut 
Saws you are missing an op- 
portunity to make more 
profit. Tthese saws are 
the fastest selling 
cross-cuts because 






















Simonds 
Crescent 


their quality has - Gro wn d 

y a ross- Cut 
been inate, 4 . wee Saws are made 
wherever ei. ~~ of steel of the high- 
timber is Whe , est grade, produced in 
cut Zee Simonds own steel mills. 


~ They are known and used 
throughout the world. Your 
X customers are assured of the 
finest cutting service at a reason- 
able expense. Carry them in stock 
~ for better saw sales and customer 
satisfaction. Fully guaranteed by the 
makers. Your jobber can supply you. 


SIMONDS 


SAW ano STEEL COMPANY 


Established I832 Fitchburg, Mass. 
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Closely related— 
Good Will, Good House- 
keeping, and Good Business 


’ 
“gested and Approveg _ 


SERIAL NO. 0000 \ 


| Good Housekeeping | 


eo e Institute RY, 


(a) Condudted by 
Ho 
SOUSEKEEPING MAS 





Keep This Seal Showing 


Always give prominent display to articles carrying this Seal. 
Keep them in the foreground, with the seal plainly showing. 


Here’s the reason: Products carrying this Seal are usually 
the best sellers in their class. Only sound, reputable and 
wholly satisfactory products are authorized to use it. 


Each article has been Tested and Approved by Good 
Housekeeping, guaranteeing quality and satisfaction in use. 
Women are quick to recognize the Seal. They rely on it~ 
and buy on its recommendation. Sales can be closed by 
pointing to it. Try it and see for yourself. 


Read Good Housekeeping’s advertisements regularly. Keep 
in touch with this well-advertised, guaranteed merchandise. 
Feature it — and turnover will almost take care of itself. 





HANDY BUYING 
DIRECTORY 


Good Housekeeping’s 
monthly Directory of 
currently advertised 
Tested and Approved 
merchandise is an im- 
portant aid to profit- 
able buying. Send for 


it— it’s free. 


GOOD HOUSEKEEPING 


119 WEST 40th STREET NEW YORK CITY 
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No.5 N 









Slip 


j Joint Pliers 














Expansion 















































Hunters 
Hatchet 




















No.3 





Screw 
Driver 
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Concentrate Your 
Purchases 


Does not this presentation of our most popu- 
lar lines suggest the desirability of concentrat- 
ing your purchases on PEXTO products? Each 
line is complete. 

Knowledge and experience of over 100 years 
of tool making is built into each and every 
PEXTO product. They are distinctive. Their 
possession spells satisfaction to the owners. 

Quality of material and workmanship is of 
paramount importance to us, and the PEXTO 
TRADE-MARK on the tools you buy is signifi- 
cant. Insist upon having PEXTO TOOLS; 
accept no substitute. 


Write for catalog 


The Peck, Stow & Wilcox Company 


Southington. Conn., U. S. A. 


Worth 
White 
Tools 















Drawknife 
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Pliers i 











No.8010D 





Samson 
Brace 














No.1 





Pipe 
Wrench 
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or Shop 


Handy Block and Clamp 
No. 751 


This Handy Block and Clamp No. 751 has hundreds 
of uses around the home, garage, or shop. It can be 
used as a V Block and Clamp for holding round work 
firmly tor drilling, milling or grinding. The block can 
be used as a vise for holding rectangular stock to be filed, 
countersunk or bent. The smooth flat surfaces may be 
used as anvils for riveting and similar operations. The 
holes in the block permit drifts and drills to project 
through the work being held. Your customers will find 
the Handy Block and Clamp the handiest tool for many 
an awkward job. Thev can find new uses for it every 
day. 

You'll have many demands for this new Brown & 


Sharpe Tool. 
Send for Small Tool Catalog No. 30 
Dept. HA 


BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 


||BS 





A New Handy Tool 


for Home, Garage 














For Bending Flat Stock 








BROWN @ SHARPE TOOLS 


Made Best—They Give Complete Satisfaction 
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Tapping The Centers 


The success of the large daily newspapers 
has been attributed to their ability to TAP 
the news centers of the world. 


HARDWARE AGE is the most complete 
hardware business paper in the field 
because its editorial forces are large 
enough to TAP the news centers of the 
hardware world. 


Editorial forces are located at New York, 
Chicago, Cleveland, Pittsburgh, Boston, 
Philadelphia, Cincinnati, Detroit, 
San Francisco and London. 


The editors are practical hardware men 
with actual experience. _ 


That is one reason why the editorial pages 
of HARDWARE AGE have becomea power 
throughout the hardware trade. 


HARDWARE AGE 


239 WEST 39th STREET 
NEW YORK CITY, NEW YORK 
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PERFECT its The heet known 
and known as 
TEMPER THE BEST 
WHEN YOU 





WE ED ANN — 





BUT WHEN YOU NEED AN AXE 


TO CHOP WOOD 


THEN GET THE BEST 


KELLY AXES 


ARE 


THE BEST 


CAPITALIZE ON KELLY PRESTIGE 
STOCK THE FULL LINE 





The merit of Kelly Axes 
extends through the entire 
line of Kelly Edge Tools 





AXES HAMMERS HATCHETS 
BUSH HOOKS GRASS HOOKS SCYTHES 
BROAD AXES PICKS MATTOCKS GRUBHOES ADZES 


Electrotype (one column size) of the above illustration furnished to dealers upon request 


KELLY AXE & TOOL CO. CHARLESTON, W. VA., U.S.A. 
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“My men can apply 
three Sargent door closers to 
one of other makes” 


YOUR own customers will be as 
enthusiastic about Sargent door 
closers as the carpenter was who 
made the statement quoted above. 
Because of the clear diagram packed 
with each Sargent closer it is up and 
working in a third of the usual time. 

In equipping the many doors of an 
office or public building, time itself 
would be a very important item. But 
where only one door closer is being 
applied the important thing is not 
so much that the diagram saves time, 
but that it eliminates all necessity 
for experimenting and every possi- 
bility of mistake. Following the 
diagram, the Sargent closer must 
work just as it should—right from 
the start. 


SARGENT & COMPANY, 


Easy installation is something to 
be able to talk about, as you know if 
you've ever tried to apply some 
door closers. But it is not the only 
Sargent selling point. There’s the 
rugged, expertly constructed mecha- 
nism that has operated doors in all 
kinds of buildings smoothly, quickly, 
quietly year after year. Sargent 
closers are as mechanically perfect 
as it is possible to make them. They 
may be applied to either right or 
left hand doors without changing 
any of the parts. They are guaran- 
teed. Feature them together with 
the small “520” which is increasingly 
bought for the light doors of homes. 
There’s profit in the Sargent line 
of door closers. Write for details. 


Hardware Manufacturers 


NEW HAVEN, CONN. 


New York: 92-98 Centre Street 


Chicago: Wacker Drive at Randolph 


SARGENT HARDWARE IS PRICED AND PACKED BY THE DECIMAL SYSTEM 
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Galvanized Before and Galvanized c/4fter Weaving 
Ot Ade or a 


y, | For 
oF Windows 
Kaadee Doors and j 
=» Porches 


sith 32: ey 


PIT ei 
wir or) —J 
r Fe) bas 


REGULAR 
GRADE (12x 
13 mesh)and 
14, 16, 18, 20, 
24 and@ 30 


EXTRA 
HEAVY 
GRADE (14 
Mesh only) 





‘Ganvawisen STEEL WIRE Crore 
IncAll Grades 


Look for the tag, carrying our name, at the end of every roll! ° 


! The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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AMERICAN 


SCREW 
COMPANY 














Wood Screws Machine Screws 
Stove Bolts Tire Bolts _ 





Largest Stock 
Greatest Assortment 


ww, oul ee 











Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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The Mark of 
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Qualit 
AW MOWERS - 
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Great American 












\ut 2 <I \ 
eects 


\ sin eS 


PAT Asuaric 4" Marks of a Good Mower 


























ete te 


Self lf Sharpening, Lang Lasting 


SYL VAN 


a ’ 
7, 
Quality 


LAWN MOWERS 















it Costs Less in Fa End to rt 


psa 


LAwn Mowers 











At Your Service~FREE 


No matter which brand of PENNSYLVANIA Quality Mowers 
you carry, write today for our free package of sales helps, 1n- 
cluding the real business-getters listed below. They will defi- 
nitely tie up your store with the 1927 PENNSYLVANIA national 
advertising. 
Beautifully colored Window Trim. 
Attractive Counter or Window Card, 6% x 


Cost less in the end | = : 1034 inches. | ® 
PENNSAN At } ye 11 x 21 Window or Counter Cards, bril- ENNsyivAN]A 
Las ovata ee F. liantly colored. Ouclity 

Counter Booklet, “How to Have a Fine LAWN 


Easy runni me & . ° 
Long lasting | + Lawn” (imprinted free). MOWERS 
: . Attention-getting “cut-out” with easel back. 


Attractive book showing scores of free 
electros available for your newspaper ad- 
vertising. 








FORMERLY 


QUNDED 1877 JOHN BRAUN & SONS priavevpuia.pa. 
1615-35 North 23rd Street, Philadelphia, Pa. 
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Why 


American Steel & Wire Company Fences 
are easy to sell 








There are definite reasons why dealers find it easy to sell fences 
made by the American Steel & Wire Company 








Reputation. For more than twenty-six years farmers have used our fences 
—with good results. 


We guarantee our fences to equal or outlast any other fence made of the same 
size wires and erected under the same conditions. 


a sale where unusually large quantities of fencing are wanted quickly. 


Our national advertising is constantly telling the story of American Steel & 


3 Our warehouses are strategically located, protecting the dealer against loss of 
4 Wire Company products to farmers everywhere. 


AMERICAN, ROYAL, ANTHONY, U. S. 
NATIONAL, MONITOR and PRAIRIE 


DEALERS WANTED EVERY WHERE—Write for Sales Plans 
SALES OFFICES 





Chicage. 298 So. La Salle Street Minneapolis-St. Paul Merchants Birmingham..Brown-Marx Bldg. Pittsburgh........ Frick Building ®Buffaleo....... .670 Ellicott Street 
Nat’l Bk. Blidg., St. Paul : , , . tt i : 
Cleveland. ... Rockefeller Building gt. Louis.......506 Olive Street Memphis — Py _ . Tn... Wie DENS Pee. .ae Oe. Sees. 
ap Union and Planters»Bank Bldg. atianta...... 101 Marietta Street Dallas ......Praetorian Building 
Detroit...... Foot of First Street “Mamsas City....417 Grand Ave. : ; — ‘ as ; 
Oklahoma City New Voerk......: 30 Church Street Worcester........ 94 Grove Street Denver..First National Bk. Bldg. 
Cincinnati....Union Trust Bldg. First Nat’] Bank Bldg. Boston........ 185 Franklin Street Baltimcre..32 So. Charles Street Salt Lake City. Walker Bk. Bldg. 





UNITED STATES STEEL PRODUCTS COMPANY, San Francisco, Los Angeles, Portland, Seattle ; 


AMERICAN STEEL & WIRE 
Company 
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Typical Expressions 
from De Laval Dealers 


“‘We consider your agency one of our greatest assets.’’* 





“The De Laval Agency has brought people to our store 
who wouldn’t have come otherwise; and not only have we 
sold these people separators, but the good will built up by 
the separator trade has enabled us to sell them other imple- 
ments and machines.’’* 





“This year I am planning on spending more time on the 
sale of De Laval Separators and Milkers. I find that the 
line pays well and we get more satisfied customers because 
of it than from anything we sell.’’* 





‘‘We know it is the best contract we have.’’* 





“Your line has been one of the most profitable for us, 
as the turnover is very large considering the small average 
amount of capital we have invested in it.’’* 





“We prize the De Laval Agency as one of the most satis- 
factory lines of merchandise we handle.’’* 





“‘We only wish that all our lines would show the sales 
and profit of the De Laval.’’* 





‘“‘We wish there were more such satisfactory lines as 
the De Laval on which to build.’’* 





“T consider the De Laval Agency of more value than 
any other one I hold.’’* 





“We have had the De Laval Agency for many years. 


It has been one of our best paying agencies.””* 


*Names on request. 








If you are interested in getting the De Laval Agency 
and you feel that you can increase sales in your territory, 
we shall be glad to hear from you. 





The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street 








De Laval 


Separators 


and 


Milkers 








50% of all 


prospective 
buyers intend to 
get De Lavals 











2° 


Easy to sell 


a4 


Give their users 
greater service, 
economy and 
satisfaction 


Salable every day 
in the year 








From 6 to 12 turn- 
overs a year 


a4 


They make the 
most profit from 
the least 
invested capital 
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When hardware works as agreeably as 
it looks it deserves to be called Good. 
Corbin Hardware is Good Hardware 


HAT better argument tor Good 

Hardware than the strength and 
simplicity of this splendid Corbin En- 
trance Door Pull and Lock. What dignity 
it has — what security it gives. Like all 
Corbin Hardware it is good to the core— 
which means it will work well, look well 
and serve well, as long as the building 
stands. 


PULLING FOR YOU 
\ } ND GOOD HARDWARE 


pind s pt STS 


"See meee 


Se Seeaaid ikeid ii 


This is the purpose of Corbin advertising 
—and the accomplishment. Month in and 
month out millions see it, millions read 
it. Let them know you sell it. 


P. & F, CORBIN "ag NEW BRITAIN 
The American Hardware Corporation, Successor 


New York Chicago Philadelphia 
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Che best known principle of Ice 

Cream freezing is found only in 

the White Mountain Freezer. It 

was first discovered, many years 

ago, by the White Mountain 

Freezer Company ~ and has never 
since been equalled 





— — ~ 
No other principle has proven so successful 

as the White Mountain Triple Motion 
for Hreezing =!" Ice Cream 





a P 













MorTION 
Principle 


TRIPLE 





inner) 






1 The can constantly turns from right 


to left moving the cream out- 
ward. 


2 The outer mixer turns from left to 


right within the can, its wooden 
scrapers moving the cream inward. 


3 > The inner mixer turns to the left with 


the can, reversing the motion of 
the cream, mixing and forcing it 
upward. 


The New Design Triple Motion 


WHITE MOUNTAIN FREEZER 





THe redesigning and 
reconstruction of this 
always popular freezer 
have resulted in greater 
customer satisfaction 
and large increases of 


Dealer Sales 


Sy EL 
< LOATIO 

/ Mountain 
“Sy RE OR 

~ CO Ce 








WuitTeE MountTAIN 
FREEZERS have always 
maintained their repu- 
tation as the best that 
can be produced in 
material and workman- 


ship quality 


During the freezer selling season of 1927, White Mountain 
Triple Motion Freezers will be backed by a larger and more 
effective advertising program than ever before. Make your plans 
now to participate in these added selling efforts. Check up your 
stock of White Mountain Triple Motion Freezers and order now 


Exclusive Manufacturers 


THE WHITE MOUNTAIN FREEZER CO., Inc. 


NASHUA, NEW HAMPSHIRE 
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No. L3320 


Miller “‘Standard Time’’ Com- 
bination Locker Locks may 
be used on very thin doors. 
Wrought steel cases 2 7-16 x 
1 11-16 inches—black ebony 
finish. Dial marked in hours 
with white numerals. 
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Miller ‘ ‘Stand- 
ard Time’’ Com- 







































































bination Padlock. 
No rivets or visible 


























in hours and minutes. 
































seams. Dial marked i] 


} 
1 7-8 inch, brass case. 
| 


No. L353 BMK 


and interior parts brass. 
































ous key changes. 
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Secure Lever Locker Lock. Wrought 
steel case, black ebony finish. Bolt 
Tube 
brass, nickeled, Two keys. Numer- 


~MILLER~ 


, Locker Locks 
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No. L3350 


Miller ‘“‘Standard Time’’ Com- 
bination Locker Lock. Wrought 
steel case 2 9-16x 1 11-16inches. 
Black ebony finish. Bolt and 
interior parts brass. Dial is 
marked in hours and minutes 
with white numerals. 
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Secure Lever 
Padlock 1 1-2 
inch case heavy 




























































































steel, ebony finish. 
Interior parts brass, 
shackle, nickel- plated. 


















































Miller Locks 


Miller ‘‘Standard Time’’ Combination 
Locks and Master Keyed Locks are un- 
equalled for accuracy, workmanship and 
security, the product of years of skill and 
experience in lock-making. 

Miller ‘‘Standard Time’’ Combina- 
tion Locker Locks are so named because 
the dials are marked in hours and minutes 
like the face of a clock. Locking or unlock- 











Several thousand key 
changes. 








No. 034 


Miller ‘“‘Standard Time’’ Combina- 
tion Padlock. 2 inch, wrought steel 
case, ebony finish. Dial nickel- 
plated marked in hours. 

No. 034 and L3350 Miller ‘‘Stand- 
ard Time’’ Combination Locker 
Locks are the highest grade Com- 
bination Locks on the market. 























for Service 


ing is as easy as telling time whether in the 
dark or light, for the one who has the right 
combination. Operated by sight, by click 
or by sense of touch. 

Direction-tag packed with each lock, ex- 
plains and illustrates operation. 

Miller Master Keyed Locks offer a 
wide range of key changes that can be con- 
trolled by one master key when so ordered. 


Send for attractive folder containing full description of Miller Locks 
for lockers in schools, colleges, hospitals, clubs, public buildings. 


Miller Lock Works 


of The Yale & Towne Mfg. Co., 
Frankford, Philadelphia, Pa. 
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PIRE@=:. BOLTS 


ACKED as they deserve to be, Empire 
New Process bolts come to you un- 
touched by travel. 





Strong cardboard cases, plainly labeled, 
divide them by styles and sizes. Stout 
wooden cases protect against damage 
in transit. 





They reach you ready to display and sell. 
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Back of every lasting success there is a 
logical reason. The reason for the success of 
Gray-Wick Screen Wire Cloth is found in the 
service it gives. 


Gray-Wick is produced from rust-resisting 
Open Hearth Steel made in our own furnaces. 
The wire is drawn in our own mills. Every 
operation from the raw material to the finished 
product is done under our own supervision. 


Gray-Wick carries an extra heavy electro 
zinc coating enameled with transparent var- 
nish. “Life Insurance” is built right into it. 


12 Mesh, No. 33 gauge each way 
14 Mesh, No. 33 gauge each way 
16 Mesh, No. 33 gauge filler 

No. 34 gauge warp 
18 Mesh, No. 34 gauge each way 


GRAY-WICK 


Gray-Wick has a pleasing Gray color. When un- 
rolled it lies smooth and flat and not wavy. This isa 
great advantage to customers in applying it to screen 
frames. 


Every WICKWIRE BROTHERS Product is backed 


by fifty years of experience. 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 


Your jobber will supply you. 
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Americas Greatest Hardware Market 
Where MANUFACTURER and DISTRIBUTOR meet 
26% Annual Convention and Exhibition of the 


Pennsylvania and Atlantic Seaboard Hardware Association Inc. 


PHILADELPHIA COMMERCIAL MUSEUM 
FEBRUARY, 15~16~17~ 18~1927 


ADMISSION FREE BY TICKET ONLY 
SHARON E. JONES, Secy-Treas, Wesley Bidg. ~ PHILADELPHIA, PA. 
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An Entirely New and Better 


Type of Handle 


Handles that will not come off, that will not crack 
or splinter, that cannot be worn out and are almost 
impossible to break—these are the big radical 
steps forward in this new line of tools. 


These new CORKSTEEL Handles are made 
entirely of high grade tubular steel—wrapped 
with cork which is put on under pressure with a 
waterproof cement—zt cannot loosen or come off. 
Warm in winter — cool in summer — CORK- 
STEEL Handles are never sticky or slippery. 
Just like taking the glove off your hand and put- 
ting it on the handle. 


Superior to the Best Wood 
Handles and They Cost 
No More 


The best way to get first-hand information of these 
superior tools is to see them—handle them—display 
them. Quality is evident and great durability is 
built into every CORKSTEEL tool. This evident 
quality and the attractive finish make them sell 
themselves. 


Get acquainted with CORKSTEEL Tools. Send 
us an order, with the understanding that you can 
return the tools if they are not completely satis- 


factory. 


‘CONNORS HOE AND 


The CORKSTEEL line includes all TOOL COMPANY 


the popular items— 


FORKS—HOOKS 
HOES—RAKES 








COLUMBUS, OHIO 


Packed in half-dozen bundles. 
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Making the Grade 


Time: A. D. 1926, any noon. 
Place: lunch room near a large 
hardware store. Young hardware 
salesman seated alone at small 
table, copy of HaArpwarE AGE 
propped up in front of him. Sales- 
man reads as he eats. 

One of Four Other Store Em- 
ployees at. Near-by Table, indicat- 
ing above young man: “Always 
readin’ something. Don’t _ the 
darned fool ever want to have 
a good time?” 


Second of Four: “Guess not. 
Says he wants to learn the busi- 
ness. Much good it'll do him. 
When did the boss ever raise you 
or me for learnin’ the business, 
and I'll say we know a thing or 
two about it.” 

Third of Four: “Getting to be 
just a dub. Naturally a decent 
chap at that.” 

Time: A. D. 1946, one noon. 
Place: dining room Hardware 
Club. Young hardware salesman 
of previous incident dining with 
three other men; total wealth of 
four, $8,000,000. 

First Waiter: “Who’s the party 
of four, over there?” 

Second Waiter: “Three of ’em 
are partners in a big hardware 
concern and they’ve just been 
taking in the other one into the 
firm. Pretty soft, eh?” 

Oldest of the four men in the 
party of four: “Do you know 
what interested us in you first, 
Joe? It was the fact that you 
knew the hardware trade as few 
men know it. You must have been 
a close student of all the literature 
of the business.” 


New Partner: “Well, I always 
have been something of a reader. 
Sometimes I would rather have 
been having a good time with the 
other fellows, but I wanted to get 
to be somebody in the trade. I 
guess you have to do some reading 
if you want to learn any more than 
just what little comes from your 
own little experiences.” 
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The Belfry—814" high 





The Night Watch— 
U4” high 







16” high 


starting the mind 


MCKINNEY 
Forged [ron Lanterns 


McKinney weatherproofing before 
receiving a coat of baked-on enamel 


followed by a final finish of Duco. 


ELDOM has a product been .pre- 
pane to the hardware trade 
which holds so much value from the 
display standpoint as McKinney 
Forged Iron Lanterns. 


These lanterns raise the whole tone 
of the store and get business for all de- 
partments. They catch the eye and 
start the prospect store-ward. Even 
while the store 1s closed they work— 
attracting attention to the window 
with their soft’ beam of light falling 
upon the sidewalk, McKinney lanterns 
sell themselves and other products. 


McKinney Forged Iron Lanterns 


are available in six designs—the 
Salem, the Cloister, the Wicket, the 
Wayfarer, the Night Watch and the 
Belfry. All are fashioned from rust- 
resisting Armco Ingot Iron. The metal 
is given an additional special 


The Wayfarer— 
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McKinney lanterns come equipped 
with a glass cylinder of antique crackle 
and with forged iron bracket or three 
foot overall chain and canopy when 
the lantern is to be hung from the 
ceiling. 

A complete oak display board with 
four lanterns mounted and with long 
cords and push plugs is furnished 
without additional cost. Several sug- 
gestions for window arrangement and 
a beautiful display card will be fur- 
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The Salem—I7" high 
The Cloister—12” high 
The Wicket—8" high 





nished on request. 


Order your display board 
immediately and put it to 
work for you. 


Forge Division Name 
McKinney MANuFACTURING Co. 


Pittsburgh, Pa. 





Force Division, McKinney Mec. Co. 
Pittsburgh, Pa. 
Please send us: 


© complete information on McKinney Forged Iron 
Lanterns. 


© also window arrangement suggestions. 





Address____ 
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The Year Ahead 


USINESS will be good in 1927 if we 
all do our part toward making it 


good. 
How good it will be, depends largely 


on the effort we put into it and the con- 
fidence we display in ourselves and in 
each other. Lack of confidence can 
undermine the brighest of prospects. 


Basing beliefs on facts, the pessimist 
hasn’t a single good-sized peg to hang 
his crepe on—yet pessimists, like the 
poor, are always with us. One of their 
pet stock phrases today is “over produc- 
tion.” Is there a greater production now 
than was evidenced a year ago? We 
have seen no claims to that effect. Yet 
1926 was a good business year, so far as 
sales volume was concerned. 


Is the number of consumers less? De- 
cidedly not. During 1926 nearly two 
and one-half millions of new-born Amer- 
icans began consuming merchandise. In 
1927 another two and a half million will 
enter the consuming ranks. 


In the year just passed, over four hun- 
dred thousand girls and boys were grad- 
uated from high schools and began to 
consume the merchandise which goes with 
more mature years. In 1927 the number 
will be even greater. 


During the past twelve months one 
million two hundred and fifty thousand 
young couples were married and started 
housekeeping. It takes a tremendous 
amount of merchandise to equip a million 
and a quarter new homes and keep them 
running. Another million and a quarter 
girls will become brides in 1927, and an 
equal number of young husbands will 
begin spending money for homes and 
home equipment. 

Last year over two million families 
moved into new quarters, with the mer- 
chandise expenditure which naturally ac- 
companies a change of abode. An equal 
number of families are due to follow their 
example in the year ahead. 


Will that have any effect on the bogy 
of “over production”? How long will 
over production continue to frighten us, 
in the face of this great increase in con- 
sumer population? 

Naturally the pessimist will come back 
at us with the assertion that approxi- 
mately one million four hundred thou- 
sand Americans die annually. True, but 
the births alone offset that figure by 
more than a million, without taking into 
consideration the tremendous influx of 
people from other lands. . 


It is in the changing market reflected 
by the new consumer increase and the 
passing on of old consumers that a pos- 
sible danger to the individual business 
man is revealed. To succeed he must 
keep pace with the times by winning his 
share of the changing market, not only 
by replacing his lost customers, but by 
attaining his percentage of the consumer 
increase. 


It means work, proper buying, ade- 
quate stocks of salable merchandise, 
watchful supervision of credits, prompt 
collection of accounts, careful study of 
changing demands, and above all, the 
assiduous building of good will. Never 
in the history of merchandising has the 
cash value of Good Will been so high. 


Meanwhile bank deposits are con- 
stantly growing. Savihgs are at their 
highest point. Labor is well employed at 
high wages. Standards of living are bet- 
ter than ever. Fundamentally, we have 
all the factors which produce good busi- 
ness. There are some weak spots, but 
they are overshadowed by strength in 
other places. | 

There is but one weakness which can 
spoil the year ahead. That weakness lies 
in ourselves. If we are confident and in- 
still that confidence in others; if we put 
behind that confidence our best thought 
and our best effort, there can be but one 
outcome to 1927—Good Business and 


Reasonable Prosperity. 
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Frankie Frisch, star second baseman of the New York Giants, 

recently traded to St. Louis Cardinals, is a lover of hunting like 

thousands of other people, some of whom live right in your 

locality. Are you getting your share of the business resulting 

from this love of the great outdoors? Trim your windows and 
make a bid for it 
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Coaster Wagons 


Disc Wheels - Rubber Tires 
Body- 14x 32 inches 


- $5.98 - 


Headquarters for Children’s 
Vehicles 
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Roasted To Perfection 
That’s what your guests will say of your 
THANKSGIVING TURKEY 


If you roast it in a 


_ Savory Covered Koaster 
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KOLSTER 
CROSLEY 


A, Band C Batteries 
PHONES AND 
LOUD: SPEAKERS 


J. A. Sullivan Co. 


HARDWARE—HOUSEWARE 




















The flavor cant escape. 
It's all cooked in. Not half 


the work to roast as in an 


open pan 


Pou CAN GET 17 AT SULLIVAN S 
JA SULLIVAN CO, =<. 


The Pulling Power of Consistent Advertising 





With a well planned advertising policy L. L. Campbell 
entered a new field of business to him and has found 
that advertising does pay. Prepares his own copy. 





W eesicr L. L. Campbell 
resigned as postmaster 
of Northampton, Mass., 
he went into partnership with 
J. A. Sullivan, leading hard- 
ware merchant in President 
Coolidge’s home town. Mr. 
Sullivan died three years ago 
and now the business of J. 
Sullivan Co. is owned by the 
former postmaster. It is a fine 
store, with well displayed de- 
partments and a well assorted 
stock in lines carried. 

Though a new field for Mr. 
Campbell he took readily to pre- 
paring newspaper  advertise- 
ments. Wisely he uses more 
white space than type, tells his 
story truthfully and briefly using a cut when one is 
available. Every day the Northampton Gazette carries 
the Sullivan advertisement. Usually it bears the 
checkered border shown in some of the reproduced 
samples, on this page. Each day the company’s ad 





L. L. Campbell 


has the same position, though new copy is prepared daily. 

Mr. Campbell has an advertising department upstairs. 
Here is a series of pigeon holes he keeps direct mail cir- 
culars which he prepares himself. He is very keen on 
advertising and finds that his own consistent efforts 
in this direction make a very potent force for increasing 
store business. 

The Sullivan store is located next door to the law 
offices of Coolidge & Heminway, the firm of which 
President Coolidge is senior partner. The Coolidge 
family have been customers on the Sullivan books for 
many years. 

Campbell makes his advertising appeal as timely as 
possible. He has a complete file of each ad used and 
only 1n an emergency repeats an old ad. Often he finds 
otherwise slow moving goods selling actively for several 
days after the publication of a good advertisement on 
the subject. He is more than sold on daily newspaper 
advertising and feels that it pays him well. 

During the holiday season the advertisements featured 
toys, the toy department upstairs and other departments 
bidding for gift business. The windows usually feature 
the same items shown in the newspaper copy, the tie 
up giving more complete stimulation. 
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The filing time as shown In the date line on full rate telegrams and day letters, and the time of receipt at.destination as shown on all messages, is STANDARD TIME, 


Santa Was Good to the Hardware Trade 


The following telegrams speak eloquently of the successful 
Christmas business enjoyed by the hardware trade throughout 
the country. Stocks were well depleted this year 


(Our 1926 Christmas trade was the best we have 
experienced since we started in business. Sales 
exceeded those of any previous year by nearly 12 
per cent. 

ur cutlery sales were especially good includ- 
ing pocket knives, kitchen cutlery, table cutlery, 
shears and scissors. We also had heavy sales of 
skates, sleds and winter sporting goods. 

One of our specialties is high grade toys and 
our business in this line exceeded all expectations. 
Electric trains were particularly heavy sellers as 
were scooters, velocipedes and other sidewalk 
wheel goods. 

We also did a good business in Christmas tree 
trimmings, lighting sets, etc. 

As we said before, it was the best ever. 

MatrHias LupLow, 
Ludlow & Squier, Newark, N. J. 





Christmas business up to expectations consider- 
ing local conditions in agriculture, the textile in- 
dustry and the building trade. We are perfectly 
satisfied. Consider remodeling of store and show 
windows using modern display methods para- 
mount in disposing of large volume of holiday 
merchandise. Electrical devices and Christmas 
cifts that may be considered luxuries sold in 
preference to the usual staples. It is my opinion 
that installment buying during the past year 
tended to curtail to some degree what would 
otherwise have been a record volume of Christmas 
business for our establishment. 

ALFRED ROSENBERG, 
Rockville, Conn. 





About the same as last year. 
P. J. THOMPSON, 
Stambaugh-Thompson Co., Youngstown, Ohio 





Santa Claus was very busy in Holyoke this 
year, so our Christmas business was very good, 
10 per cent better than last year. We made a 
special drive on sleds and sold a great many that 
we had carried over for several years, thanks to 
the record-breaking fall of snow. Our sales on 
skates, Xmas tree ornaments and electrical appli- 
ances were also very good. Wishing you a Happy 
New Year we are sincerely yours. 

J. Russet Co., Holyoke, Mass. 


_ toys and standard lines. 


With earlier preparations than usual and with 
larger advertising expenditures Xmas business 
was later in coming, making it slightly under 
normal in general results. Cutlery and auto 
accessories were good, radio and electrical fair, 
tools very fair, household department had three 
excellent days before, and very large day fol- 
lowing holidays. Am sending small collection 
of recent ads. Seasons greetings to Charlie and 
you. Hers. Farr, 

Barrett Hdw. Co., Joliet, Ill. 





Christmas business started earlier with us this 
season. Customers bought better goods, both 
Early snow increased 
sales of skiis, sleds and tobaggans hindering sales 
on ice skates. Public appeared well supplied 
with money and sales way above last year for 
the same period. 

LyFrorp HARDWARE Co., 
Torrington, Conn. 





Christmas trade greater than ever before, 
started early in December and held steady until 
Christmas week when sales boomed. Sales day 
before Xmas over 20 per cent greater than year 
ago. Cutlery, tools and electrical appliances best 
sellers, people demanded quality and full value 
more than ever before. 

James & Hawkins INc., 
Jamaica, N. Y. 





Toy Christmas business this year very much 
larger than last. Heavy buying both in toys and 
general gifts all the last ten days as near as pres- 
ent records show. General Christmas buying will 
be from 15 to 20 per cent greater this year than 
last. 

H. S. SCHNEIDER, 
Erie Hardware Co., Erie, Penn. 





Our 1926 Christmas business was exceptionally 
good, about double of volume of same period 
1925. This was our second year with toys and 
find that toys help bring December sales up. 

ApoLteH BRUHNS, 
C. A. Bruhns-Stewart-Widder Corp. 
New York, N. Y. 
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POSTAL TELEGRAPH - COMMERCIAL CABLES 


CLARENCE H MACKAY, PRESIDENT 
RECEIVED AT 


TELEGRAMS 
—_ TO ALL 





Signal after the number of words— 
“Blue’’ indicates (Day Letter) ‘‘N. L.”” 


Wight Letter) or “Nite” “Night AMERICA 


Telegram) 











In spite of alliances acquisition of three new 
chain stores this year which pushed toys and in 
spite of the fact that our largest department store 
installed a toy department, volume and quality 
of our Christmas sales increased. Business was 
steady without any rush. Selection had a strong 
tendency to higher quality, and larger items. Un- 
like our competitors we did not start cutting the 
profit out of the merchandise in the middle of 
the season ; we did not penalize early buyers. We 
had some specials and reduced prices on items 
we were closing out to stay out of. Most cus- 
tomers supported this stand as merchandise origi- 
nally was priced right. 

THe ALtLott HARDWARE Co., 
Alliance, Ohio. 


Christmas retail business very satisfactory and 
in volume equal to last year. Public started to 
buy early and usual last minute rush was not 
in evidence. Dealer business not so good as they 
do not put enough effort into getting the holiday 
trade for accessories and motor car supplies. 

W. C. M. Lawrie, 
F. Hersh Hardware Co., Allentown, Pa. 


Replying your wire had most successful Christ- 
mas business. In fact best we ever had. Reason 
we believe due to window displays, store displays, 
advertising and store decorating truly made our 
store Christmas gift headquarters. Our experi- 
ence proves also our volume was secured by 
variety of merchandise with toys as the outstand- 
ing feature. 

\V. R. PETERSON Co., 
Nashua, N. H. 


Christmas business was very good the last two 
weeks ; in fact the entire month’s sales are quite 
satisfactory. 

BoMAR SUMMERS HARDWARE Co., 
Louisville, Ky. 


—_— —_ -—- —- 


Our Christmas sales were about same as last 
year, which was way ahead of anything previous. 
A. H. MarsHatt Co., INc., 
Plattsburg, N. Y. 


—_— -- —---—- 


Retail Christmas trade started and slackened 
one week earlier and shows twenty per cent less 
than last year notwithstanding our new toy de- 
partment which was well patronized. 

VONNEGUT HARDWARE Co., 
Indianapolis, Ind. 


DELIVERY NO. 


CABLEGRAMS 





TO ALL 
T 4 F W 0 le) [ p NOICATED ON THIS MESSAGE 


ANDARD TIME 


Christmas business for this season was not up 
to the standard as in previous years. I fully ex- 
pected a slump because of general conditions and 
bought accordingly but gave personal effort to 
get the business. Impassable roads in rural dis- 
tricts hurt and the large assortment of Christmas 
merchandise carried by two variety stores cut 
in on our business. My opinion is that if we 
did not handle toys to get the Christmas spirit 
around our place, Christmas buyers would not 
favor our store. As a whole the Christmas busi- 
ness for 1926 was fair. 

J. Bowman, Flora, IIl. 

Christmas business has been good. Increased 
number of Christmas savings funds, we believe, 
help much. Prospects for the new year seem 
favorable. 

JOHANNESEN Bros., Baltimore, Md. 

Attempted to stimulate early buying beginning 
Nov. 20. Much shopping developed, but little 
buying. Dec. 15 Santa Claus pageant with rein- 
deers costing merchants two thousand, drawing 
large crowds but little buying. Active buying 
last week terminating on Friday with one of big- 
gest cash days in our history in spite all day rain. 
Purchases sensible. Great disappointment in sale 
of toy automobiles. Summing up, a satisfactory 


business. Frank WOLFE. 
Bonniefield-Wolfe Co., Zanesville, Ohio. 


Christmas business fairly good on the average. 
Sporting goods and oufdoor items very lively 
owing to many snowstorms. Skating outfits go- 
ing strong. This was our first year handling toys 
on a jobbing basis and also retail in our new 
building and we consider our sales very good un- 
der the circumstances. [Electrical household 
specialties and cutlery went big. Wish you a 
Happy New Year. 

L. S. Knoex & Co., INC., 
Hartford, Conn. 

Our experience with Christmas business was 

very satisfactory, about the same as last year. 
FITCHBURG HARDWARE Co., | 

Fitchburg, Mass. 
Our Christmas business ten per cent better than 


last year. 
: J. A. SULLIVAN Co., 


Northampton, Mass. 


Has been good slightly over last year. 
A. E. Moreau, Manchester, N. H. 
(Continued on page 96) 
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An American Character Study 
(Part Three) 
By Saunders Norvell 


Epitor’s Note—This is the third installment of 
a series of articles by Saunders Norvell, telling 
of the rise of Charles Reierson. The first saw 
him in the obscure little village in a southern State 
where he began life; the second begins with his 
entry ito the busimess world, and closes with 
Reterson on his first territory as a salesman. 


HERE was a merchant at Ruston, 

Louisiana, by the name of W. F. 

Ashley. He wished to retain the ex- 
clusive control and sale of everything that 
The Simmons Hardware Company had to 
offer. In some cases, he did not wish to 
buy the goods himself, but, at the same time, 
did not wish Reierson to sell these goods to 
any other merchant in town. All salesmen 
have met merchants of this class. For in- 
stance, this merchant did not wish to buy 
Simmons Refrigerators. Very much against his wishes, 
Reierson went to another dealer and sold him 30 re- 
frigerators. Ashley was very angry. He sat down and 
wrote a letter to The Simmons Hardware Company, 
making some very serious accusations against Reierson, 
one of which was that he was drinking too much. 

At this time, it happened that a certain Saunders 
Norvell, having graduated, after ten years’ service, from 
the ranks of the traveling salesman, was in charge of 
the sales of the house. Mr. Ashley received a letter 
from Mr. Norvell in which he quoted the celebrated letter 
written by Abraham Lincoln about General Grant when 
Grant's enemies complained of his drinking too much 
whiskey. It will be remembered Lincoln suggested that 
these other generals who were complaining would find 
out the brand of whiskey that was drunk by Grant and 
drink some of the same kind!! In other words, I wrote 
Mr. Ashley that Reierson was one of our most success- 
ful salesmen; if he was a hard drinker, to please write 
me promptly and tell me the brand as I would like to 
offer some of the same whiskey to some of our other 
salesmen!! Ashley, who had a keen sense of humor, 
grasped the point, forgave Reierson for selling the other 
dealer and became a better customer than ever. 

In this letter, | wrote Mr. Ashley, just as I have writ- 
ten many another customer when a dispute arose with a 
salesman, that as far as that territory was concerned, 
Reierson was the whole Simmons Hardware Company ; 
that if a merchant wished to deal satisfactorily with 
the house, he would have to deal with their salesman. 
In other words, I backed up Reierson, and a friendship 
that started in those days, so many years ago, between 
the sales manager and the salesman has continued with- 
out interruption to this day. Hence, therefore and 
consequently, this article. 

Here let us digress to lay down the principle, after 
many years of handling salesmen, that when you have a 
good salesman in the field, that salesman must handle 
the sales. Sales can not be handled from a swivel chair 
in an office. The salesman must have full authority on 





Charles Reierson 


his territory. If you have a salesman to 
whom you can not give this authority, a 
sa'esman that you do not feel you are safe 
in backing up, you had better discharge this 
salesman and hire one you can. 

In those days, Reierson had a lot of 
trouble on claims. Errors were made by 
customers in ordering goods by mail. 
Errors were made by stock clerks. Errors 
were made by bookkeepers. Sight drafts 
were also made. The Credit Department 
occasionally wished their money! All these 
things, if not properly handled, will cause 
friction. When Reierson came to the house, 
he asked the privilege of settling all of his 
claims on his territory. This authority was 
given to him. Every claim from Reierson’s 
territory was referred back to Reierson. 
Reierson, at his end of the line, told his cus- 
tomers not to make claims to the house because they 
would be referred to him. He asked them to hold their 
claims until he called. Now, of course, handling claims 
on his territory took up a lot of his time, but it prevented 
a lot of friction between the customers and the house. 
The point of this story is that Reierson was a salesman 
who would adjust a claim and adjust it fairly. He was 
not one of those weak-kneed salesmen who always gave 
the customer everything, whether he was entitled to it or 
not. Customers found that they could not put it over 
on Charlie and that he would not stand for unjust 
claims. They did find, however, that just claims wére 
settled promptly. As a result, everybody was happy and 
sales increased. 

These remarks lead to the question of whether sales- 
men totlay are as good as salesmen were some 25 years 
ago! This question is one that it will be hard to decide. 
As a principle, however, it must be admitted that nothing 
develops a man like responsibility. In those old days, a 
great deal was expected of salesmen. They were trained 
to use their own judgment. They accepted responsi- 
bility. This led to the building up of broad-gaged, all 
round men. In modern times, selling has been reduced 
to such a cut-and-dried affair—fixed prices, fixed sales 
talks, and everything has been so standardized, that it 
is not surprising if the modern salesman did not develop 
his individuality and his initiative as the salesman of 
years ago. 

It stands as a record that from the time Charlie 
Reierson took that territory in Louisiana, every single 
new stock of hardware that was sold on that territory 
was sold by Reierson. This article will appear between 
Christmas and New Year’s. In these degenerate days, 
many salesmen quit work about the fifteenth of De&m- 
ber! They do not think they can sell any goods after- 
ward. They make tracks for home, put on their slippers 
and loaf until about the fifteenth of January. 

Charlie Reierson had worked up to December twenty- 
second. He was all cocked and primed the next day to 
start for Texas to spend Christmas with his people. 
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Then his wife called him up on the twenty-second and 
told him that Mr. O’Quinn of Natchitoches wanted to 
know when he would be there. This concern were gen- 
eral merchants. Now, what did Charlie do? Did he 
call him up on the telephone and ask what he wanted ? 
Did he write him a letter saying he would call after 
Christmas? Charlie Reierson was not built that way. 
He just figured it out that Mr. O’Quinn would not be 
telephoning his wife to find out where he was unless 
there were something in the wind. 

Charlie arrived at Natchitoches at 6 p. m. on the 
twenty-third. He dropped off the bus at Mr. O’Quinn’s 
general store. The name of the firm was Williams, 
Weaver and O’Quinn. Mr. O’Quinn asked Reierson 
to come back after supper. When he returned, he 
showed him a new, big store room that had just been 
completed next door. Mr. O’Quinn said—‘‘We wish to 
put a complete new stock of hardware in this room. Now, 
Reierson, how much hardware do you think we need ?” 
“Five thousand dollars’ worth,” was Charlie’s reply. 
“Can we get everything we need for that amount ?”— 
asked O’Quinn. “Yes’—replied Charlie. Then 
O’Quinn turned to his partners and said—‘ What do you 
think about it?’ The partners said—“All right. Let 
Charlie send us $5,000 worth of hardware.” Not a 
word was said about the selection of the hardware. That 
was left entirely to Reierson. This was just a little 
Christmas present he received from this firm. He 
managed to get home for Christmas and on Christmas 
Day amused himself writing up this order with his big 
catalogue open, on the dining room table. 

This story reminds me of another story when the 
author was a sales manager in St. Louis. A merchant 
came to town and wished to buy a new stock. He was 
turned over to a house salesman. There was no question 
about his buying the stock. He had decided to buy 
the stock from us. The next day, seeing the salesman 
standing around without any customer, the writer asked 
this salesman—‘‘Where is Mr. X?” But why draw out 
the painful story? Mr. X was down at our competitors, 
buying the stock. Afterward we met him and he told 
us that he suggested to our salesman that as his time 
was limited, they sit down immediately and start to work 
on the new stock order. Our salesman, on the other 
hand, suggested that it would be better to have dinner at 
one of the prominent hotels and afterward go to the 
theater. The customer walked out, went to our com- 
petitor and started buying the stock that night. It was 
a beautiful order and of course in those days, the profit 
on a large new stock was something not to be sneezed 
at! 

How did Mr. O’Quinn happen to telephone Mrs. 
Reierson to send Mr. Reierson around? He had decided 
to buy a new stock of hardware. He made it a point 
to visit a number of nearby towns. He called on the 
leading hardware store of each town and asked them 
where they bought most of their goods. Every one of 
these dealers told Mr. O’Quinn that they bought from 
Reierson. Therefore he naturally concluded that Reier- 
son must be the best man from whom to buy hardware. 
Then he telephoned Mrs. Reierson. : 

At this time, The Simmons Hardware Company had 
a lot of undeveloped territory in East Texas. There 
were a number of small towns where no salesman ever 
went. Reierson got a list of all the towns around his 
territory that were not assigned to other salesmen. He 
decided, in between his regular trips, to visit these small 
places and size them up for business. On one of these 
“prospecting” trips, Reierson went to a little town called 
“Mount Enterprise.” There was a very large firm of 
general merchants here by the name of “March and 
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Ross.” Mr. March, the buyer of the business, happened 
to be sitting in a buggy in front of the store. Mr. March 
said he was sorry—they wished to buy a new stock of 
hardware, but he was just leaving for the county seat 
as he had a case in court that day. Therefore Reierson 
would have to wait until his next trip. There was 
nothing to do but to pass up the order for the time being 
and hope to get it on his next round. How many hopes 
of this kind have proved to be futile? However, Reier- 
son told Mr. March that he would call again. He told 
him when. Then he wrote his name on a piece of paper 
and handed it to Mr. March. March looked at the 
name, spelled it out and remarked—‘‘This is a rather 
peculiar name. There used to be an old fellow who 
lived in this town by that name.” “Do you refer to 
John R. Reierson ?”—asked Charlie. ‘“Yes’”—answered 
March. “Well’’—said Charlie—‘that was my grand- 
father. He founded this town.” Mr. March looked at 
Charlie and then called to his partner, who was stand- 
ing in the door of the store—‘Ross, this is the grandson 
of old John R. Reierson. Now, if he is a chip off the 
old block, we had better just tell him how much hard- 
ware we need and let him send it along.” So once again 
Charlie got a new stock order without having to sell 
every item. This became one of his most valuable 
accounts. The buying was done by Donald Ross, Mr. 
Ross’s son. Twice a year he would come to St. Louis 
on his buying trips and place handsome orders. This 
story illustrates the value of a good name and a good 
reputation. Did you ever before hear of a grandson 
selling an opening stock of hardware on account of the 
good reputation of his grandfather? 

On July 1, 1901, a number of the employees of The 
Simmons Hardware Company resigned with me to re- 
organize the old Shapleigh Hardware Company. W. (G. 
Yantis was one of this number. He had succeeded C. 
N. Markle as manager of the sporting goods department 
of The Simmons Hardware Company. 

When Yantis resigned, E. C. Simmons sent for Reier- 
son and offered him Yantis’ position as manager of their 
sporting goods department. Reierson declined the offer 
for two reasons, one being that he did not care to leave 
the selling end of the business for the buying end, and 
the other, that he preferred the general line covering all 
departments to narrowing his activities just to one de- 
partment. At the time, however, Reierson told Mr. 
Simmons that any time there was a good position in 
the house in the selling end, he would be glad to ac- 
cept it. 

At the close of 1905, Mr. Simmons wrote Reierson 
one of his characteristic letters. It.read: ‘In the year 
just ended, you have had a larger profit account, sold 
more nearly of everything we carried in the catalogue, 
than any other salesman representing the house—a 
greater variety of goods, more volume of sales, better 
character of business.” Reierson wrote, thanking Mr. 
Simmons for this letter, and did not fail to state that 
he was now ready for that job in the sales department 
in the house. Mr. Simmons called Reierson to St. Louis 
and placed him in charge, as sales manager, of a large 
part of their southern territory. 

After all of his experience as a salesman himself and 
as a sales manager, I thought it would be interesting 
to have Reierson express his views on the subject of 
the necessary qualities for a good salesman. I quote 
his reply to my question: “The first and fundamental 
quality of a good salesman is honesty with his trade. 
If you are not honest with your trade, you will be a 
one-tripper. You must gain their confidence in little 
things as well as in big things. Second, you must have 

(Continued on page 92) 
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How to Compete with Brush Peddlers 


You must “push” your brushes if you would make a clean sweep 
of the business in your locality. 








Have you ever wondered why people buy from peddlers? Not because they are 

peddlers, not necessarily because their merchandise is cheaper—perhaps it’s because the 

peddler asks his prospect to buy. Read this article and try it in your own windows 
and behind your counters. 








VERY housewite is interested in brushes. A cer- 
kK tain brush manufacturer a few years ago was 
so cofvinced of the truth of this that he began 
to sell his products over the heads of the wholesalers 
and retailers. He went directly to the housewife. He 
employed house-to-house peddlers. His success was 
astonishing, and his theory was demonstrated to be true. 
[very housewife is interested in brushes, particularly 
when she is shown how the use of certain brushes will 
make her housekeeping easier. 

Now brushes are sold in most hardware stores, but 
not in the quantity that they should be. In the first 
place they are not displayed often enough or effectively 
enough. They are not “pushed.” They are not sug- 
vested to customers who visit the store for other mer- 
chandise. If brushes are not as profitable to the hard- 
ware dealer as they should be the trouble lies with the 
1ardware man in most cases. 

In Sacramento, Cal., the Emigh-Winchell Hardware 
Co. features brushes several times a year. It finds it 
profitable to do so. There is no better way to convince 
the average housewife that she is making a mistake in 


a 





‘ 


Window display by the Emigh-Winchell Hardware Co., of Sacramento, Cal. 


buying brushes from a peddler than by making a dis- 
play in your show window of every size and type of 
brush that you have in stock. 

Ask your customers if any peddler has ever shown 
them the variety and number of brushes as shown in 
your window. If you can, give special demonstrations 
in the window. Instead of having dummies in the win- 
dow, have a clerk in there selling and demonstrating. 
lf necessary, hire a few girls or women to take the role 
of customers for a day. Have them drop into your 
store casually at different hours, and make your sales 
in the window, where people can see it. They will stop 
to look. Anything alive in a store window invariably 
draws people. 

In your newspaper advertising tell the facts. Tell 
about the quality and variety of your brushes. Tell 
about the prices. Explain why they cost what they do. 
Sell your goods. Bea salesman, not a storekeeper. 

In Sacramento the company whose display is shown 
on this page turns its stock of brushes three to four 
times a year. How many times do you turn yours: 
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The Man Behind the Counter 


7 ®© 
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get one to fit a lock at the clubhouse? There 

are four or five of us use the key and now it’s 
lost and we can’t pick the lock. I’ve got to buy a new 
key if I can find one.” 

“Here is a box of odd keys,” said the hardware sales- 
man. “You can take the lot along if you like and try 
them, but let me suggest something. You have had 
more or less trouble keeping keys and now they are all 
gone and you can’t get more. Why not get rid of that 
old lock and put on one of these new Blank locks that 
you can get with as many keys as you want. Buy the 
new lock and get half a dozen keys with it and you 
will be all set.” 

And that was how a sale of an odd key for a few 
cents was made into a profitable sale of a high-class lock 
with half a dozen extra keys. 

* * *K 


66 Hee. you got any odd keys so I could maybe 


The best six doctors anywhere, 
And no one can deny it, 

Are sunshine. water, rest and air, 
And exercise and diet. 


—Old Rhyme. 


*k * *K 


“Where did you get the twenty gage?’ I asked a 
friend as he came out to get into the car when we were 
starting on a hunting trip. 

“T got that over in burg,” said he. “There’s a 
store there where they have a salesman who is a young 
fellow from up this way. J happened in the store one 
day and he found out where I lived and I knew his 
family and we got acquainted a little. Since that, when 
I am in burg and there’s anything in the hard- 
ware or sporting goods line I want that I haven’t found 
at the home stores, I go there for it. This young sales- 
man said to me, ‘Of course, you do most of your buying 
back home, but any time you want something the stores 
there don’t have, we’d be glad to have you come or send 
here.’ 

“And now it’s got so that, when I can’t find what I 
want in the stores here, instead of taking something I 
don’t just like, I go or send to burg where they 
have bigger stocks and where I have an acquaintance in 
the business. It’s just the appeal of the personal ele- 











-ment. I like to buy from a man I know, especially when 


I’m buying away from home.” 
- * 


“You make more sales than any other salesman in the 
store, especially extra sales,”’ I said to a young hardware 
salesman. “How does it happen so?” 

“Tt doesn’t just happen,” said he in reply. “I make 
it my business to make extra sales. Here’s one way I 
do it. I keep an eye on my customer while he’s waiting 
for me to get his change or wrap up his purchase. He 
is pretty sure to be looking at some counter display, or 
maybe picking up some item from a display rack. When 
I come back to him, I start right in talking about what- 
ever it is he has been examining and I find he has that 
thing in his mind and it is easy to get him into conversa- 
tion and often it isn’t hard to make a sale. 

“Tf a man doesn’t take notice of the counter display 
near him, I sometimes call his attention to it, or do some- 
thing to open the conversation about some article T think 


he will be interested in. If I can get ‘em to talking 
about the goods, I can make sales.” 
e bs 9 

More than 108,000 questions were asked in a year ot 
the Merchants’ Service Bureau of the National Cash 
Register Co. The subject shown to be of the greatest 
interest was how to collect past-due accounts. Why 
isn’t the first step the prevention of so much getting on 
the books against men who are poor pay?’ And why 
isn't it a beginning for salesmen to act with customers 
as if they expect them to pay, instead of acting as if 
they were going to ask and accept credit? ‘Do you want 
it charged?” or “This goes on your account, I suppose,”’ 
has added many a dollar to the uncollectible book ac- 
counts of a hardware store. If cash were secured where- 
ever possible in making the sale, even from good credit 
customers, there would be less past-due accounts. 

on ae 

“My aim has always been to be helpful in making a 
success of any undertaking with which I am concerned, 
not so much with the idea of personal gain, but rather 
to achieve success for the enterprise.” So said Adolf 
|.ewisohn, successful banker. That rule has worked out 
well with Mr. Lewisohn and it is likely that it would 
work out well with any man. | 

Se ae 

“Ves, sure, that’s a good rubbish burner,” said the 
salesman. “It'll give you good service. It’s big value 
for the money. We guarantee it.” 

That is the kind of selling talk I have heard scores of 
times, if not about rubbish burners, then about other 
merchandise. It’s a kind of talk that can be fitted-to 
anything, 

My suggestion is that the salesman who lacks knowl- 
edge of the real selling things to be said about a product 
can get what he lacks if he will study the advertisements 
of the manufacturer as they appear in general publica- 
tions where they are addressed to the ultimate buyer. 
Note, for example, what a manufacturer of a rubbish 
burner has to say in The«Saturday Evening Post. 

“This rubbish burner is of stout and rugged construc- 
tion. It safeguards your disposal of waste paper. It 
can be used where bonfires would be dangerous. It 
is made of sheet steel, dipped in pure, molten zinc. The 
dipping is done by hand because hand-dipping gives a 
heavier, longer-wearing zinc coating inside and out.” 

Consumer advertising of hardware store products 1s 
full of such common sense ideas for sound selling talk. 
There is no excuse for the salesman who can only say, 
“Believe me, this is some rubbish burner!” 

 * » 
Simple Simon met a merchant 
Going to the woods 
Says Simple Simon to the merchant. 
“Have you sold all your goods?” 


Says the merchant to Simple Simon, 
“Nobody comes and buys.” 
Says Simple Simon to the merchant, 
“Go back and advertise.” 
——Hardware Mother Goose 
* * * 
The old idea of successful salesmanship is shown in 
(Continued on page 101) 
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HE Fred Straubs of I-vansville, Ind., had a pet 
canary. Mrs. Straub went away on a vacation 
leaving Fred to care for the bird in addition to 
his problems as one of the leading hardware merchants. 
Not wishing to keep house for himself Mr. Straub 
moved into the hotel and brought the canary to the 
store. Immediately the shrill notes of the bird attracted 
the attention of customers. “Do you sell canaries and 
bird cages ?”’ they would ask. No, Fred hadn't sold any, 
but he would and did. He readily agreed to obtain birds 
and cages for about a half dozen the first month. 
‘rom this almost accidental beginning has developed 
both a profitable and interesting department in a hard- 
ware store established in 1858 by Fred D. Straub, father 
of the present operator. When Mrs. Straub returned 
from her vacation her husband had become a canary 
expert and a vendor of birds, cages, and the many ex- 
tras such as seed, cuttle fish, bird baths, etc. He read 
all available books on canaries, experimented with bird 
remedies and developed a liking and understanding of 
birds, their whims and care. Within a year Fred Straub 
became “Doc Straub” to folks around Evansville who 
raised or kept birds. 


People fifty miles away phone for help when their 
* 





A Canary That 
Paid His Way 


Just a summer boarder, but he built a 
great little business for his 
owner. 


canaries get sick. Doc sells about 1200 cages a year, 
and carries about 74 varieties, running from $4 or $5 to 
$55. From October to March he sells about eight birds 
a week and during the other six months his weekly 
average is six birds. During summer holidays people 
board their canaries with Straub. He usually has 12 to 
15 boarders on hand at fifty cents per bird per week. 

His bird department includes all reputable remedies 
and special cage fixtures. Wherever possible he attaches 
a name plate calling attention to Fred P. Straub & Co. 
of Evansville, Ind., as the place to obtain canaries or 
bird sundries. When you enter the store you are greeted 
by the chirps and tweet tweets of twenty birds, in cages 
arranged in horse shoe fashion, up in front. 

The canaries bring many new people to the store. 
Birds singing in a hardware store causes public com- 
ment which leads to more business in all lines. Straub 
finds his bird department profitable and believes that 
every merchant should develop a hobby and become 
identified locally as a man who knows something about 
that hobby. Birds and the equipment necessary permit 
a very attractive margin, are easily sold and give this 
hardware store a touch of life and joy. 
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Speed Up Your Sales During January 


Profits do not come from the goods you have, 
but from the goods you sell. 


By Charles P. Catlin 


HE morning after the night before is proverbially 

a time to get a fresh start. After Christmas Eve 

is over and you are through with catering to the 
Christmas gift demands, business slacks up a bit. This 
is the time to check up; the time for you to take inven- 
tory—and to invent new ways to stimulate sales. 

Now a wonderful opportunity presents itself for a 
general stock-cleaning. Take advantage of this slack 
period to find the slackers in your stock. This is “open 
season” for you to hunt Old Man Dead Stock. You 
will discover him hiding on many shelves, in the base- 
ment and warehouse. Do you remember the story of 
the Old Man of the Sea who clung to the back of Sin- 
bad the Sailor and did his best to keep Sinbad from 
succeeding ? Old Man Dead Stock is the Old Man of 
the Sea of every hardware merchant. He is your 
worst enemy. He is the worst glutton. He hides away 
from you and eats and eats your profits. [Find him out: 
then rout him out. Put those dollars to work before 
he eats them up. 

Profits do not come from the goods you have, but 
from the goods you sell. They do not come from the 
goods you continue to carry in stock from one year to 
another. They come only when the goods are sold. 
It is not the size of your investment but of your incre- 
ment that determines how rich you are. Turn-over is 
the secret of success in selling. Upon it depends whether 
you achieve feats or defeats as a merchant. 

Why not make a list of the items you have on your 
inventory that are not selling as they should sell to give 
you a satisfactory turn-over, a good return on your in- 
vestment? Then, assemble these items. Feature and 
display them conspicuously on tables, counters and in 
your windows with large price tickets that read some- 
thing like this: 
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Do you believe in signs? Of course you do, as a good 
merchandising man—if they are in your window. Well, 
then, place in your window in addition to the goods and 
price tickets a large placard that broadcasts to passers- 
by the message. 





Sp eczal 


JANUARY SALE 


HARD IWARE_, 
House Furniste Coors 











Suitable signs in your windows mean dollars in your 
cash register. Another sign that, when read by passers- 
by, will help you make your signs for the day in black 
figures, not red, and cut a bigger figure in vour com- 
munity 1s. 





LADIES / 


Now 1s 4 good time 
for youto buy 


House Cleaning” 
Needs for Sprinx 











Then, put a placard or so in your other store windows, 
the windows that most everybody in town and the coun- 
try around see. \Ve mean by this, your local newspaper. 
For the local newspaper is the combined sales window 
of the community it covers and serves ; and an advertise- 
ment in it is tantamount to a window display before the 
eyes of the newspaper-readers in your whole community. 
In your local newspaper feature your special January 
sale. 

Then get the women on the string—on the telephone- 
wire. Use the telephone to help you put your sales over 
in a big way by “calling up” the housewives in your 
locality and telling them of the sale, mentioning a few 
of the special items you are offering at an attractive 
price. They will appreciate your personal invitation to 
come in and see the many things of interest you have on 
display. Show your interest in them and they will show 
an interest in you. “The voice with a smile wins.” 

It will pay you also to send out a letter to your townis- 
people and the countryfolk who live within a shoppinz 
radius of your town telling them about your special 
sale. In this letter list some of the items with prices 
in which you think they would be interested. Also men- 
tion the fact that you have a complete stock of seasonable 
goods—winter goods— such as snow shovels, ice-cutting 
tools, axes, cross cut saws, tire chains, radiator covers, 
foot warmers, robes, etc. 

Put this idea into practice and “tell the world” four 
times, once, through window displays; again, through 
newspaper advertisements; following it up through a 
personal conversation over the telephone; and sending 
the message home to the homes of your customers and 
prospective customers through the mails. If you do, you 
will be surprised most agreeably with the results. You 
will turn a very large percentage of slow moving items 
into working capital. This is a sure prophecy of assured 
profits. 

He profits most who profits from profit-making sug- 
gestions. 
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4 + 
Sportsmen’s Week Window Displays 
The $50 awards in the contest held Oct. 11th to 16th. | 2 
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Oval—Omohundro Hdw. & Furn. Co., Whitesboro, Upper right—Lake View Store, Morgan Park, Minn. 


Texas. Group one. Group one. 


Lower left—Blume Bros., Redfield, So. Dakota. Lower right—Albert G. Schaffer, Ventura, Cal. 
Group two. , Group two. 
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Upper left—Phelps-Dodge Mercantile 
N. M. Group one. 


Left center—Kimball-Upson, Sacramento, Cal. 


three. 


Lower left—Jensen-King-Byrd, Spokane, Wash. Group 


three. 
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Co., 


Dawson, 


Group 


Upper right—Fritsch Hdw. Co., Sedro-Woolley, Wash. 
Group two. 


Lower right—A. H. McArthur, Billings, Mont. Group 
three. 
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Park Munger’s Boys Will Know Their Hardware 


Fostoria, Ohio, boys are chips off the old block. Their dad goes after trade. 


RK MUNGER is the type of hardware merchant, 
Prine likes to meet. And you do meet him, just as 
soon as you enter his store at Fostoria, Ohio. He is 
right up front to meet and greet you. It makes no 
difference whether you come to sell or buy, you receive 
the same cordial attention and the same friendly greet- 
ing. He has been in business for himself about three 
years and is assisted by two fine sons, Bob and John, 
chips off the old block, who will give you the same 
friendly and intelligent service that Dad renders, should 
he be outside getting ad- 
ditional business. 

And that’s another 
thing we liked about Park 
Munger. He doesn’t wait 
for trade to come his way. 
He goes out and guides it 
in his direction. Take 
paint, for example, Mr. 
Munger does a fine busi- 
ness in household sizes of 
inside paint and has a 
good store trade on out- 
side paint. That isn’t 
enough, so he solicits the 
trade of local factories, 





Bob, Park and John Munger 


farmers and anyone else among Fostoria’s 11,000 peo- 
ple who need, want or should have paint. 

He worked hard on one local mill soliciting business 
on tools, screws, bolts and other hardware. Then he 
went after a paint order. Instead of quoting a price 
and leaving a business card, Park took out a gallon of 
paint and said “Here, analyze this paint, experiment 
with it, try it anyway you wish, then tell us how much 
you can use and we'll quote you a price.” The mill 
chemists did analyze the paint, the foreman tried it 
himself, then ordered 5 
gallons to finish up the 
room he started. Then 
came an order for 10 more 
gallons and the week be- 
fore we visited the store 
the total paint business 


more than 400 gallons in 
a few months. 

One half of the store 
has conventional wall 
boxes for shelf hardware, 
with counters and show 
cases. The other half has 
all open display tables. 


Reading matter continued on page 52 





with this one mill was — 

















January 6, 1927 


HARDWARE AGE ol 








“95 ame of. 


Spe 











to Bu vers of — 
Wire te Cloth 


Only through many years of careful research and 
study has it been humanly possible to produce “APEX” 
of exceptional quality and permanence. The beauti- 
ful uniform gray color wins it as many staunch friends 
as does its sturdy weaving qualities. It is made by 
treating steel screen cloth to a special electro zinc- 
coating process after weaving, and its durability is 
doubly assured by a baked-on coating of long oil var- 
nish. ‘Tested in every climate by discriminating Home- 
Owners, it has now become “The Standard of Com- 
parison.” 

Are you capitalizing on these features by stocking 
“APEX”? If not, your good judgment will prompt 
you to investigate. 


Distributed by Jobbers 


If your jobber cannot supply you, 
write us and we will give you the °* 
name of one who will. 


JOHN M. HART COMPANY 


Manager of sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: Factory: 
Old Colony Building, Hanover, Pa. 
Chicago, Ill. 





ae eer 


Le at Capen hemes es 


4 he 


Sh CE De Rk 0 Me PMN LR RRA EN i nS po eg 


SOCORRO tee Stet ri 


Ny ROR ee Nill ashi eaatetninibl 


BPRiRibesa Wcmes Lain dn 








59 HARDWARE AGE 





January 6, 1927 


Harry Hecht’s original store. 
Left: Two views of the 
present store. 


Sells Quality Hardware for Quality Homes 


Harry Hecht sells this idea with sincerity. Complete sample 
room helps get the business. 


WENTY-TWO years ago Harry Hecht opened 

a modest repair shop specializing in fixing locks 

and replacing broken window glass. From lock- 
smithing and glazing Harry broke into other hardware 
lines. White Plains, N. Y., was one of Westchester 
County’s growing towns and Hecht has kept pace with 
that growth. Today the town boasts of 30,000 people 
and Harry’s own building is assessed at $56,500. His 
first shop was rented at $8 per month. The picture tells 
the story. Two years ago Hecht’s new store was com- 
pleted with 12,000 sq. ft. of floor space, a fireproof oil 
cellar a ground floor salesroom for the general hardware 
and paint lines and mezzanine balcony for the builder's 
hardware displays. 

Upon the balcony we found Harry busy figuring on 
a new building. He showed us four metal letter file 
hoxes filled with hardware contracts on new buildings. 
He handles practically all builders’ contracts personally, 
has no outside salesmen yet does an annual business in 
this department which runs between $80,000 and $100,- 
000 including sash weight, roofing paper, building paper, 
nails, and other building supplies. 

Two large motor trucks are kept busy delivering ma- 
terials for building. Every time Harry furnishes a new 
building he tells the world, using manufacturers’ adver- 
tising cards bearing his own imprint. These are the 
familiar signs reading, “Furnished with Blank hard- 
ware supplied by Harry Hecht.” 

A complete record of all building contracts is kept on 
file, some of the present day customers of this depart- 


ment have been on the books for eighteen years, which 
marks the period of Harry’s intensive bid for builders’ 
trade. 

All bids are neatly typed and submitted in a service- 
able folder. A duplicate is kept in the office. Most 
of this Business is done direct with the contractors, but 
Harry always invites the prospective home owner to 
visit his builders’ hardware department. Often the lady 
of the proposed house can be sold extras such as fancy 
glass knobs, glass door plates, etc. 

When a contractor’s plan calls for cheap hardware 
on a good house Harry endeavors to sell both contrac- 
tor and home owner on better hardware. In the ma- 
jority of cases he is successful. He loves good hardware 
on good homes and sells this idea with sincerity. His 
complete sample room helps improve these orders. When 
the popular forged iron hardware was introduced to 
Harry a year ago he readily visualized the market for 
this line in White Plains, has put in a complete sample 
set, a fair stock and is selling forged iron hardware for 
many of the better homes. 

Six times a year one of the Hecht windows will fea- 
ture builders’ hardware. When we saw Harry last we 
caught this attractive forged iron window display. 
Harry is the sole owner of the business. He has eight 
employees. 

Harry’s initial investment was about $50, his last 
inventory was $44,000, his average turnover from three 
to four. 


Reading matter continued on page 54 
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Wich this type of FoldeR-Way the doors operate in 


The dining room and ballroom shown above can be separated 
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pairs—easily handled by one man. 








or quickly made into one room. 




















FoldeR-Way 















Left and Below: FoldeR-Way Hardware as used on 
very high and heavy folie doors. The weight is 
carried on floor track. 















Below: With FoldeR-Way hardware as used on smaller size doors, 


the weight is carried on track ac cop. 






Left: This type of FoldeR-Way is particularly adaptable for very 


wide doors, cach handled as a separate unit. 


( 


The type of FoldeR- 
Way at the left is most 
desirable for school 
.wardrobes, celephone 
booths, etc. 








METHODS 


jonas ING hardware for partition doors that slide 
or fold away requires expert engineering skill. 
Installing partition doors, however, becomes a simple 
matter when FoldeR-Way methods are used. 


No line is more complete, offers more variety, than 
FoldeR-Way partition door hardware. Whatever your 
problem is, from telephone booths to churches, gym- 
nasiums and auditoriums, you are certain of finding 
FoldeR-Way hardware specially designed for any size or 
style of sliding or folding partition doors you wish to 
install. Feel free at any time to consult R-W engineers 
about any kind of door problems. 


(855) 





The R-W book ‘“‘Sliding and Folding Partition Door 
Hardware”’ contains over 100 photographs, drawings 
and diagrams illustrating FoldeR-Way Methods and 
uses. Details of design and engineering are fully ex- 
plained. Let us send you this book. You will want to 
retain it in your files for ready reference. 





Montreal - RICHARDS-WILCOX CANADIAN CO.,LTD.,.LONDON,ONT. Winnipeg 
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Three of the reelected officers of the Cincinnati Hardware Club 





Fred. Wankelman 
President 


Hardware Club 
of Cincinnati 
Reelects Officers 


A vote of confidence in the present of- 
ficers of the Hardware Club of Cincin- 
nati was given recently by the members 
at the organization’s annual meeting when 
all of the officials were re-elected for the 
coming year. The men who will continue 


to serve during 1927 are Fred Wankel- 
man, Licht & Wankelman, president; 
Fred Miller, Kruse Hardware Co., first 


vice-president; James Bailey, Hartman & 


Bailey, second vice-president; FE. J. Beck- 
er, H. Belmer Co., secretary; and C. EF. 
Pfau, Huenefeld Co., treasurer. Member- 


ship in the club is open to all who are 
identified with the hardware industry— 
manufacturers, jobbers and dealers. 





F. O. Schoedinger Heads 
N.H.A. Metal Branch 


W. Carter Donlevy, Carter, Donlevy & 


Co., Philadelphia, Pa., president of the 
National Hardware Association, has ap- 
pointed F. O. Schoedinger, F. O. 
Schoedinger Co., Columbus, Ohio, as 
chairman of that organization’s Metal 
Branch. 


Aluminum Goods Mfg. Co. Makes 
New Appointment 


The Aluminum Goods Manufacturing 
Co., Manitowoc, Wis., makers of Mirro 
and Viko aluminum ware, have appointed 
Miss M. Irene Hart director of a recently 
organized test kitchen and educational de- 
partment. Miss Hart has been for sev- 
eral years director of the educational and 
home service department of Igleheart 
Bros., Inc., Evansville, Ind. 





Bayonne Bolt Corp. Buys 
Bolt and Nut Works 


E. L. Rupf, mong of the Bayonne 
Bolt Corp., Bayonne, N. J., makes the fol- 
lowing announcement to the trade, regard- 
ing that corporation’s purchase of the 
Bayonne Bolt and Nut Works, same city: 








E. J. Becker 
Secretary 


“We have purchased and taken over the 
operation of the plant, located at First 
and Second Streets, Humphreys to Trask 
Avenues, Bayonne, N. J., known as the 
Bayonne Bolt & Nut Works, formerly op- 
erated by the receivers of the Hoopes & 
Townsend Corporation and prior thereto 
by the American Bolt Corporation. 

“All purchases made on Receivers’ or- 
ders or by the Receivers prior to this date 
will be payable at the office of the Fiscal 
Agent, No. 3403 West  Forty-seventh 
Street, Chicago, III. 

“All sales made or orders delivered for 
the account of the Receivers, prior to this 
date, shall be paid to the Fiscal office 
above mentioned. 

“From this date, operation of the plant 
will be by the undersigned corporation, 
with principal office at Second Street and 
Trask Avenue, Bayonne, N. J., and all 
matters pertaining to orders, finances 
remittances and executive matters, should 
be directed to the undersigned corpora- 
tion at that office.” 


Witt Cornice Co. Holds First 
Sales Conference ‘ 


The first Sales Conference of the Witt 
Cornice Co., Cincinnati, Ohio, was held 
Dec. 15 and 16 at the Cincinnati Club, 
and was attended by salesmen and repre- 
sentatives from every section of the 
country. 

A thorough plant inspection was made 
and the manufacturing methods of the 
company were investigated. 

Details of a new 1927 cooperative plan 
on the Witt and Brighton lines were dis- 
cussed and an extensive publicity cam- 
paign will be launched. 

Many points of keen interest to the 
trade were discussed and very interesting 
news for the jobber and dealer trade will 
be given out the first of the New Year. 





Issue New Price List with 
Useful Information 


Buffalo Wire Works Co., Inc., Buffalo, 
N. Y., issued on Jan. 1, a new price list 
on Buffalo wire cloth. The new list con- 
sists of a forty-page booklet, giving in- 
structions on the proper method to use 
in ordering wire cloth and other useful 
information to wire cloth users. 











Reading matter continued on page 56 


Charles Pfau 
Treasurer 


E. Loring Richards 


Has Narrow Escape 
in Fire 
E. Loring Richards, vice-president, 
Winchester Simmons Co., South Boston, 


figured in a spectacular rescue at 94 Mason 
Terrace, Brookline, Mass., last week. Mr. 


Richards recently was the victim of a 
stroke of paralysis, following an illness 
of about a year. He is  seventy-four 


years old and a very large man. _ Fire- 
men were obliged to lower Mr. Richards 
down ladders from the second story, em- 
ploying blankets for this purpose. His 
helpless condition made the task more 
difficult for the firemen, who had to ex- 
ercise the greatest of care in the han- 
dling of the man. Mr. Richards appar- 
ently suffered no discomfort from his 
experience. 


—— ooo 


Fiftieth Anniversary Celebrated 
by Bissell Carpet Sweeper Co. 


The Bissell Carpet Sweeper Co., Grand 
Rapids, Mich., celebrated its fiftieth an- 
niversary in November, 1926. The com- 
pany’s house organ, the Sweeper, carried 
that month an interesting historical sketch 
of the company’s “fifty golden years” with 
many unusual photos of present and for- 
mer executives, and pictures of the vari- 
ous plants built during that time. Pres- 
ent officers of the company are Mrs. M. 
R. Bissell, chairman; F. M. Deane, presi- 
dent; T. W. Williams, vice-president; M. 
R. Bissell, Jr., vice-president; B. H. Van- 
dermass, secretary and S. C. Rapley, treas- 
urer. 


W. A. Ives Mfg. Co. Moves to 
New Address 


The W. A. Ives Manufacturing Co., 
makers of wood boring tools, have moved 
into their new plant, located at 464 Pratt 
Street, Meriden, Conn. This plant, which 
was formerly occupied by the Miller Bros. 
Cutlery Co., is now open and business is be- 
ing carried on from there. These prem- 
ises afford the Ives Co. about 14,000 square 
feet of floor space. 
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It Stands Out 


From a viewpoint of service and long life, Columbian Tape- 
Marked Rope stands out from the ordinary rope. There is a differ- 
ence, not only in the specially selected fibre, but also because it is 
made in-the most modern cordage mill in the world, where the 
latest improvements in rope making stand out over old methods. 


Columbian Tape-Marked Pure Manila Rope 


presents one feature that predominates any other kind in the indus- 
try. It is the red, white and blue Tape-Marker extending in one 
strand throughout the entire length of the rope. On this Tape- 
Marker is printed the most tangible Guarantee known. 


It will be worth your while to look for this Tape-Marker in the 
next rope you buy. 





Columbian Rope Company 
352-80 Genesee Street 


Auburn “*The Cordage City” 


Branches: New York Chicago Boston 
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Henry A. Taylor 
Resigns After 
50 Years Service 


Aiter fifty years of service with the 
American Screw Co., Providence, R. L, 
Henry A. Taylor is resigning as manager 





Henry A. Taylor 


of the Chicago Depot and Western Sales 
Agent. W. C. Nelson, who has been as- 
sociated with Mr. Taylor for some time, 
will succeed him as manager of the 
American Screw Co.’s Chicago store, lo- 
cated at 225 West Randolph Street. Mr. 
Taylor plans to leave Feb. 1 for Califor- 
nia, where he will spend two months. He 
announces that he intends to be in Chi- 


cago frequently, where he will be pleased | 


to see all friends. 


Pratt & Lambert Sales 


Conference 
The semi-annual Sales Meetings of 
Pratt & Lambert. Inc., Buffalo, N. Y.., 


will be held the first part of January. The 
Western Sales Division will meet on Jan. 
3 and 4, at the Blackstone Hotel, Chi- 
cago; the Eastern Sales Division at the 
Hotel Astor, New York City, on Jan. 7 
and 8; and the Central Canadian and In- 
dustrial Sales Divisions will convene on 
Jan. 10 and 11 at the Hotel Statler, But- 
falo. A. D. Graves, president, will be in 
charge at the various meetings. 


Flintkote Company Buys Chat- 
field and Richardson Businesses 


Purchase of the roofing businesses of 
two Cincinnati companies, the Chatfield 
Mfg. Co. and the Richardson Co., has 
been announced by the Flintkote Co., Bos- 
ton, Mass. The Boston company bought 
outright the entire holdings of the Chat- 
held Mfg. Co. and the roofing interests 
of the Richardson Co., iincluding the New 
Orleans plant of the latter. The Chat- 
field Co. will continue to operate its Cin- 
cinnati factory as a branch of the Flint- 
kote Co., with Frederick H. 
president, Chatfield Mfg. Co., in charge. 


The manufacture of roofing by the Rich- | 


ardson Co., in Chicago, will be discontin- 
ued, the roofing department there being 
moved to the Chicago plant of the Flint- 
kote Co. In addition, the roofing depart- 
ment of the Richardson Co. in Carthage, 
a suburb of Cincinnati, will be transferred 
to the present plant of the Chatfield Mfg. 
Co. When all changes have been com- 























at the dinner. 


'a bowling club. 





Chatfield, | 
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| pleted, the Flintkote Co. will have four 
plants manufacturing roofing, one each in 
Rutherford, N. J., Cincinnati, Chicago and 
|New Orleans. 


While there will be no merging of the 
Richardson Co. and the Flintkote Co., the 
former has a 10-year contract to supply 
slate from the Richardson quarries in 
Georgia, and felt from the two Richard- 
son mills in Cincinnati, to the latter. 
With the exception of roofing, all stand- 
ard lines of the Richardson Co. will con- 
tinue to be manufactured in its Cincin- 
nati and Chicago plants. 





To finance the acquisition of the roof- | 


ing businesses of the two companies, the 
Flintkote Co. has sold to Jackson & Cur- 
tis, and to Kidder, Peabody & Co., a new 
issue of $2,500,000 of seven per cent 
cumulative convertible preferred stock, 
which is being offered at $100 and ac- 
crued dividends, to yield seven per cent. 
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The Hon. A. Harry Moore, Governor 


of New Jersey, will be the principal 
speaker at the sixteenth annual dinner 
of the Metropolitan Hardware Associa- 


tion, to be held at the Hotel Commodore, 
New York City, Thursday evening, Jan. 
20. The officers and committees of the 
association feel particularly fortunate in 
obtaining a speaker as prominent and 
popular as Governor Moore. Reservations 
to date suggest a record breakihg crowd 


THEM PHS LL 


Bowling Club Is Formed 
by New York Dealers 

The Hardware and Supply Dealers’ As- 
sociation of the Manhattan and Bronx Bor- 
oughs, Inc., New York City, is forming 
Meetings and practice 
will be held every Thursday, at 8 p. m, 
in the Caledonia Club Building, West 
Fifty-fourth Street, and Seventh Ave- 
nue, New York City. Two bowling al- 
levs will be at the disposal of the hard- 
ware men, also two shuffle boards. Charlie 
3ruhns is organizing the club. 


Ni 
i 


125 Miles of Ornamental Lawn 
Fence 


(rders for immediate shipment of more 
than 125 miles of the Norwood line of 
ornamental lawn fence and flower guards 
have been received by the H. L. Brown 
Fence & Mfg. Co., Cincinnati. This com- 
pany at present is operating its plant at 
capacity because of the greatly increased 
demand from the jobbing and retail trade, 
according to A. A. Bohlander, manager. 
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J. BR: Convboads with 
Bright Star Battery Co., 
Hoboken, N. J. 


The Bright Star Battery Co. announce 
that they have secured the services of J. 
R. Crawford as general sales manager. 





J. R. Crawford 


Mr. Crawford is well known in the hard- 
ware trade, having been connected with 
National Carbon Co. in a similar capacity 
for the past several years. 

At the same time Bright Star announce 
that shortly after the first of the year 
they will show samples of a new and 
improved line of flashlight cases, which 
will be ready for delivery in the early 
spring. 

Bright Star has more than doubled its 
production capacity on flashlight cases and 
batteries, as well as on “B” batteries, so 
that the engaging of Mr. Crawford is in 
line with their well known progressive 
policy. 


Curran Mfg. Co. Incorporated 


The Curran Mfg. Co., of Astoria, L. L, 
has incorporated as Curmanco, Inc., and 
under this name will continue the manu- 
facture of Curran products. Mr. William 
Gordon Curran is president of the new 
company. 


Kyanize Employees Receive 


$25,000 Bonus 


As a fitting conclusion to a successful 
year in their business history, the Boston 
Varnish Company of Everett, manufac- 
turers of Kyanize varnishes and enamels, 
gave Christmas bonus checks totaling over 
$25,000 to their two hundred employees. 
The individual amount of the checks was 
determined by the length of service of the 
After the presentation of the 
checks a luncheon and Christmas entertain- 
ment was held. 


Ornamental Fence Data Wanted 
by New York Store 


C. A. Bruhns-Stewart-Widder Corp., 
152 Amsterdam Avenue, New York City, 
desires catalogs and other descriptive 
data on ornamental and structural fences, 
gates, office grilles, partitions, etc. 
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Price Standardization Bill to Come 
Before House Commiitee This Month 











EPRESENTATIVE 
Pennsylvania, author of the price standardization 
bill, told HARpwarRE AGE that he thinks the vote 

of the House Committee on Interstate and Foreign Com- 
merce on the bill when the committee is called to meet this 
month will be close with chances that it will favorably 
. report the measure. 
what day he will call a meeting of the committee to act 
on the bill but it is believed it will be soon. 


(Washington Bureau of HARDWARE AGB) 


M. CLYDE KELLY of 


Chairman Parker has not indicated 


Every effort 


will be made by Mr. Kelly and other supporters to get the measure passed 
in the House, provided it is favorably reported, though there is no assurance 
that it will be passed by that body. Should this eventuate, however, a 
similar effort will be made to get the bill favorably reported by the Senate 
committee on Interstate Commerce and passed by the Senate so that it would 


then remain only for the signature 


The position of the President toward the 
bill is not known. It is being fathered in 
the Senate by Senator Capper of Kansas. 

Representative Kelly takes vigorous ex- 
ception to the contention that the recent 
decision of the Supreme Court of the 
United States in the General Electric Co. 
case, upholding price maintenance by 
manufacturers, makes enactment of the 
price standardization bill unnecessary. On 
the contrary, Mr. Kelly said, the decision 
emphasizes the necessity of the legislation. 

“The Supreme Court decision covers the 
point of consignment by the manufacturer 
to the retailer,” Mr. Kelly told HARDWARE 
Ace, “the manufacturer retaining owner- 
ship of the goods until they are sold by 
the retailer. Then payment is made. I 
have argued all along that price mainte- 
nance as recognized by the courts is for 
the benefit of the big manufacturer and big 
business, because the little producer, whole- 
saler or retailer cannot send out goods on 
consignment. My bill would give manu- 
facturers the right to make contracts with 
wholesalers and retailers as to resale prices 
and thus protect the wholesaler and retailer 
as well as the manufacturer. I am hope- 
ful that the bill will become a law because 
of the advantages it would provide for the 
manufacturer, wholesaler, retailer and con- 
sumer.” 





Considerable interest has been aroused 
by a recent decision in the equity division 
of the Supreme Court of the District of 
Columbia, handed down through Justice 
James F. Smith, involving a case brought 
by the Barker Painting Co., New York 
City, and charging an alleged conspiracy 
to interfere with interstate commerce in 
violation of the Sherman anti-trust act. 
The court denied a writ of the company 
for an injunction to prevent the Brother- 
hood of Painters and Paperhangers of 
America and the Washington local from 
enforcing or attempting to enforce the 
so-called “higher wage,” “shorter work” 
and “50 per cent rules” of the unions. 
The dispute began when the Barker com- 
pany advertised for painters to be used 
in connection with work on a hotel then 
building inWashington. The painters were 
informed by the union that the New York 





of the President to become a law. 


scale, calling for a five-day week and 
$10.50 for an eight-hour day, would be 
their guide. The Washington scale called 
for a five-and-a-half-day week and $9 for 
an eight-hour day. The Barker company 
claimed that by reason of this difference 
it was not able to get the painters, and 
the bill filed charged a conspiracy by the 
union to enforce the New York scale. The 
court decision, in substance, held that the 
company was not entitled to an injunc- 
tion and that the unions were within their 
lawful rights in demanding that the con- 
cern recognize the New York scale. 








The year 1926 witnessed a continuance 
of that rapid expansion in American ex- 
ports of manufactured goods so conspicu- 
ous for many years past, and particularly 
since the war, says Director Julius Klein of 
the Bureau of Foreign and Domestic Com- 
merce, Department of Commerce. The 
prospects for further growth in this di- 
rection, it is declared, seem highly favor- 
able. 

“If 1927 should bring any lull in the un- 
precedented prosperity which we have en- 
joyed since 1921, such as is prophesied in 
some quarters, we may expect a marked 
increase in export activity,” Mr. Klein 
points out. “The intelligent appreciation 
of foreign trade as a stabilizer of business 
is far more prevalent today than ever be- 
fore, and a substantial proportion of our 
manufacturers and merchants are equipped 
with at least the rudiments of some export 
contacts and experience which are available 
for expansion when the occasion requires. 
The past five years have witnessed an im- 
pressive growth in the ‘export sense’ of 
American business, the benefits of which 
we shall observe whenever the next sag 
may occur in our business curve.” 





There are reprehensible trade practices 
which need correction, according to a deci- 
sion made by 50 business men represent- 
ing 35 trade associations, meeting in Chi- 
cago under the auspices of the Trade Rela- 
tions Committee of the Chamber of Com- 
merce of the United States. Setting up 
the necessary machinery for the correc- 
tion of these abuses is now recognized as 
the immediate task of business sel f-govern- 
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ment, according to the committee. Once 
that is done, it was stated, it can move to 
higher levels and go into wide fields to 
set up standards of ethical business prac- 
tice. Among the bad practices listed as 
needing correction are the following: Un- 
just returns of merchandise; failures to 
deliver at appointed time; misrepresenta- 
tions of merchandise by salesmen; unrea- 
sonable cancellations; disregard of ship- 
ping instructions; salesmen promising 
things employers cannot fulfill; selling 
competitors when line is stated to be ex- 
clusive; salesmen urging retailers to over- 
buy; failures to confirm orders; delivering 
merchandise not according to samples or 
specifications in an order; accepting or- 
ders which cannot be delivered; delivering 
more than was ordered; taking discounts 
not earned; delivering imperfect or soiled 
goods; unreasonable demands for conces- 
sions; delivering invoice ahead of goods. 





Congress resumed its job on Jan. 3 after 
its holiday recess. It is claimed that many 
who went to their homes during the play 
period have returned with the view that 
the people as a whole are not showing any 
great interest in the question of tax legis- 
lation. By some this is explained by the 
fact that taxes have been lifted to such 
an extent during the past few years that 
they no longer directly hit the pocketbook 
of the man with small income, whether 
farmer or city resident. They do not go 
beyond this to find that any tax is paid 
by them in the long run, including the cor- 
porate tax, which business interests of the 
country are so anxiously seeking to have 
reduced, but with fio headway being made. 
The excise tax on the flivver hits the 
buyer, and his number is legion. But the 
average man is possessed of that strange 
psychology which is that if the coin is 
not physically pulled directly out of his 
pocket and paid to the tax collector, he 
does not worry. And a vast amount of 
politics is played around this self-same psy- 
chology. After all, the voter gets about 
what he votes for—or fails to vote for. 
Many wails are heard about the so-called 
decadence of the American Congress. 
They might far better be directed toward 
the non-voter. 





It was not long ago that the question 
was asked: “Can Germany come back?” 
It looks as though she could and did. For 
example, out of the iron and steel imports 
into the United States during the 11 
months from January to November, Ger- 
many supplied 33 per cent of the pig iron 
and 24.1 per cent of the total imports. In 
1925 Germany supplied 19 per cent of the 
pig iron imports and 11 per cent of all 
iron and steel imports. In 1924 she fur- 
nished only 5.3 per cent of the pig iron 
imports and 4 per cent of all iron and 
steel imports. Germany seems to be doing 
well despite the absence of the “All High- 
est.” Or is it because of his sojourn in 
Doorn ? 
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What “National” 


means to you 





cs 





Saving - Service - Profit 


the National Manufacturing Company to sell its products 
direct to and through the retail dealer only. This method 

of distribution has enabled us to give our customers a | 
higher quality of goods, prompt shipments as ordered, 
without substitution, and better co-operation in selling them. 


Since the organization in 1901, it has been the policy of | 











The completeness, size and variety of our stock enables 
the dealer to make up an order of a size to weigh 200 
pounds or more and thus secure the benefit of our gener- 
ous freight allowance. 








The distinctly original and convenient methods used in 
packing National goods, described in previous advertise- 
ments, bring the goods to you in perfect condition and 
save time for both clerks and customers. All mail orders 
are shipped the same day received. 


A new National catalog will be ready about January 15th. 

A copy will be sent, without obligation, upon request. | 

Send for it. Know the meaning of quality and service as | 
National interprets them. 


Natienal 


BUILDERS’ HARDWARE 




















National Manufacturing Co., Sterling, Illinois 
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Hardware Trade Taking Inventory; 


Current Buying Very 


Light; 


Collections Reported as Fair 


H 


ARDWARE jobbers and dealers are devoting their time to the 
taking of annual inventory this week, and wholesale buying 
is restricted to current requirements in most cases. 


The sale 


of staple lines is very quiet, which leads the distributors to believe that 
fill-in business will be brisk in January. 
Snow goods, stove goods and other winter lines are fairly active 


in spite of the attention being given to inventories. 


It is too early to 


report the average size of hardware inventories, but preliminary re- 
ports suggest light stocks generally. 
Collections in the hardware market are considered fair. 


Oppose Club Plan Sales 
Through Jobbers’ Employees 


A campaign is to be launched by the 
trade and commerce committee of the 
Chamber of Commerce, Portland, Ore., 
against solicitation among employees 
of jobbing and manufacturing estab- 
lishments by persons organizing clubs 
and pools for purchase of large quanti- 
ties of merchandise at jobbing rates 
and then distributing it pro rata among 
the members of the club or pool, says 
the New York Commercial. Jobbers 
and manufacturers say they feel that 
retailers should be entitled to this busi- 





ness instead of permitting organizers | 


of the clubs and pools to receive the 
profits. 

The Trade and Commerce Commit- 
tee has recommended to all jobbers and 
manufacturers that notices be posted 
in their establishments that soliciting 
for orders from their employees is pro- 
hibited. 

It is said that in recent weeks indi- 
viduals have been going through busi- 
ness houses and industrial plants or- 
ganizing pools for merchandise on rep- 
resentation that they are able to deliver 
to them goods cheaper than they can 
ctherwise purchase them. Organizers 
of these pools have no established place 
of business, maintain no stock of goods 
and thereby have no overhead, yet they 
are obtaining business which rightfully 
belongs to the legitimate retailer. 

The Trade and Commerce Committee 
has gone on record for the repeal of the 
state law requiring salesmen to pay 50 
per cent in excess of the regular license 
fee for their automobiles. The law was 
passed at the last legislature, and job- 
bers and manufacturers say it is dis- 
criminatory and unfair. 

Taking the stand that the Kelly- 
Price bill, prohibiting price cutting on 





yvods on which manufacturers have a 
fixed price, should be passed by Con- 
gress, the committee has recommended 
that the board of directors support the 
measure. 

The committee has also gone on rec- 
ord in favor of the construction of the 
Wilson River Highway, which will fur- 
nish a shorter route from Portland to 
Tillamook, and has recommended favor- 
able action on the maiter by the State 
Highway Commission. 


Contractor Forecast Record 


Winter Building 


Approaching weeks will witness the 
greatest volume of mid-winter construc- 
tion operations ever undertaken in the 
United States. This is the conclusion 
drawn by the Associated General Con- 
tractors of America from a series of 
statistical studies just completed. 

The prediction of intensive building 
activities is based largely upon the fact 
that the record-breaking demand for 
new construction gives small indication 
of diminishing. The latest statistics 
show this demand to have been so 
great last month that a new November 
record was hung up. 

Direct evidence that a vast amount 
of building is ready and anxious to 
get under way is being offered. The 
volume of contracts awarded during 
the first ten months of 1926 is 8 per 
cent greater than the total for the cor- 
responding period of 1925. The volume 
of construction actually undertaken in 
eleven months this year is approxi- 
mately 2 per cent greater than the vol- 
ume registered in the same portion of 
1925. Thus, it is pointed out, a vast 
margin of contracts awarded has been 
built up during the year and repre- 





| 
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sents proposed activities which will get 


under way at the earliest convenient 
time. 

The volume of building permits is- 
sued during October showed an amaz- 
ing increase over the previous month, 
reaching the greatest proportions reg- 
istered in any single month this year. 
October also saw the establishment of 
a new record for awards of contracts 
in that month. 


Reduction in Prices 
of Window Glass 


A reduction in prices of window glass 
in all territories excepting the Pacific 
Coast has been announced by the 
American Window Glass Company. 
The cuts average 18.2 per cent on 
B quality single strength glass and 
13.9 per cent on B quality double 
strength, as compared with quotations 
of Oct. 25, 1925. The Libby-Owens 
Sheet Glass Company and the Inter- 
state Glass Company followed the re- 
ductions. 


Farm Marketing Plan 
Endorsed by Bankers 


Endorsement of plans before Con- 
gress to provide American agriculture 
with a sound marketing system as a 
means of stabilizing prices is expressed 
in resolutions adopted by the executive 
committee of the state bank division, 
American Bankers Association, made 
public here by Guy E. Bowerman, presi- 
dent of the division. The action of the 
committee was as follows: 

The executive committee of the state 
bank division, American Bankers As- 
sociation, believes that agriculture is 
and always has been handicapped as an 
industry because of the lack of a system 
of orderly marketing very much in the 
manner that our banking system suf- 
fered before the creation of the Fed- 
eral Reserve system for want of neces- 
sary machinery to mobilize our credit 
resources. 

“We believe that as a result of this 
lack of a nationwide system of market- 
ing this great industry is now suffering 
from a depression that will ultimately 
affect the entire business life of the na- 
tion. Therefore the committee heartily 
endorses the efforts now being made 
by Congress to create a sound, work- 
able system of orderly marketing on a 
nationwide plan that will enable the 
farmer to mobilize his crop surplus and 
market it in a business-like manner, 
thereby stabilizing farm prices. 
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Get this 81752 Display Stand Free | 


Here is an extra salesman that costs you absolutely nothing 
and that works for you every minute of the day. The Mirro 
Display Stand Selection includes 116 articles; 188 pieces of 
skilfully selected, quick-selling merchandise, billed at the 
regular wholesale price of $79.50. The $17.50 Display Stand 
goes with the merchandise — is absolutely free. 


This Mirro proposition offers you nationally advertised, 
widely known merchandise in an arrangement that stimulates 
sales. The volume of business which you can obtain 
through the Display Stand is excellent, and the margin of 


profit is very satisfactory, as the following figures show: 


34% ON SELLING PRICE 


Total retail selling price of goods* . . oe o « SORA 


OT ee oT ae ee oe ee a a 79.50 
(Terms: 2/10, 1/30 from invoice date, F. O. B. Factory) 


Margin . . . (34% onselling price) . . . $ 41.00 
*Prices a little more in the far West 

Included with this selection are 100 imprinted miniature cata- 
logs anda set of display cards. Choice of mahogany or oak stand. 
Don't delay — write today for this profit-making selection. 


Aluminum Goods Manufacturing Company 
Manitowoc, Wis., U.S.A. 
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Jobbers Are Taking Inventory; 


Retailers Buying Very 


Little; 


New York Collections Fair 


HE majority of New York wholesale hardware firms are now 


taking or completing their annual stock inventories. 


Many re- 


tailers are doing the same, consequently buying is running very 


light, with the majority buying only for current requirements. 


It is 


too early to have much information on the status of inventories, but 
local factors say that average stocks will be light, and that fill-in orders 


should be very good in January. 


New York collections are reported as fair in most quarters. Christ- 


mas gift business was very good throughout this section. 


There are 


no important price changes being announced at the present time. 





Radio Batteries Very Active; 
Prices Reported Firm 


} 


The demand for radio batteries con- | 


tinues to be very active with prices 
apparently very firm. The rumor con- 
cerning a further advance on No. 6 
ignition type does not appear to have 
been correct as no new prices have 
been announced. Several local dis- 
tributors continue to express the opin- 
ion that there will be another advance. 
Local stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 


Dry cells, No. 6 ignition § type, 
within Metropolitan area 30c., out- 
side, 32c. each. 

B batteries, No. 767, $2.62 each: in 
units of 5, $2.44 each; No. 772 (ver- 
fical type), $2.62 each: in units of 5, 
2.44 each. Heavy duty vertical type, 
No. 770, $3.30 each, and in units of 
5, $3.09 each. 


Carpet Sweepers Are Active; 
Prices in N. Y. Firm 


Carpet sweepers continue to be fairly 
active in the New York wholesale hard- 
ware market. Prices throughout this 
section are uniform. Local stocks are 
apparently satisfactory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Carpet sweepers, Standard, $3; 
Universal, $3.50; Grand Rapids, ja- 
panned, $3.67: Grand Rapids, nick- 
eled, $4; Princess, nickeled, $4.16, 


and American Queen, nickeled, $4.50. 
Prices are net per each. 

Toy sweepers, Little Helper, $2 per 
doz.; Little Gem, $3.75 per doz.: Lit- 
tle Jewel, $10 per doz., and B. Ju- 
nior, $16 per doz. 


Screw Sales Very Light; 
N. Y. Stocks Are Ample 


Like other staple items, screws are 
in light demand. The trade is buying 
this class of goods for current require- 
ments only. A brisk fill-in demand is 





| predicted after inventories are taken. 


New York wholesale stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Discounts on wood screws: Iron 
Bright, Flat Head, 75 per cent; Llron 
Bright, Round and Oval Head, 72% 
per cent; Iron Blued, Round Head, 
72% per cent; Brass, Flat Head, 72% 


per cent; Brass, Round and Oval 
Head, 70 per cent. 
These 


discounts 
list of June 24, 1922 


apply to revised 
33. 
EXTRAS—20-10-10-5 per cent. 


Moderate Demand_ Reported 
for Bolts and Nuts 


With the jobbers and retailers con- 
centrating on the taking of inventory 
buying of bolts, nuts and other staple 
items is restricted to current require- 
ments. Local wholesale stocks are 
ample. The trade expects a brisk fill- 
in demand for this and other staples 
when annual inventories are completed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


/ 

Machine bolts, *% x 4, and smaller, 
40 and 10 per cent off list. Machine 
bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, % x 6, and 
smaller, 40 off list; larger and longer, 
40 off list. 

Stove bolts, 75-10-5 off list. 

Lag serews, 50 and 7% off list. 


Sled Stocks Are Depleted; 
N. Y. Demand Continues 


Though New York wholesale stocks 
on sleds are very much depleted the 
demand continues very active. Only 
a few numbers are available from any 
source and these may be obtained only 
in small quantities. Prices were firm 
on sleds throughout the season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Sleds, Flexible Flyers, No. 1, $2.50: 
No. 2, $3.17; No. 3, $4; No. 4, $4.33; 
No. 5, $5.83. Junior Racer, $3.50. 


Racer, $4.33. Prices are each. 

Fire Fly, No. 9, $1.14; No. 10, $1.37; 
No. 11, $1.71; No. 12, $1.90. Racer, $2. 
Prices are each. 
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Garage Sets Fairly Active; 
Local Stocks Adequate 


New York jobbers report a fairly 
active demand for garage sets. Local 
stocks are considered adequate. As far 
as can be learned prices given here are 
representative of local offerings. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Garage sets, $2.25 per set; in lots of 
12 or more, $2.10 per set; in lots of 
72 or more, $2 per set. 


Garage door holders, $1.65 per pair: 
in _ of six or more pairs, $1.50 per 
pair. 


New York Stocks Light on 
Various Snow Goods 


Though the snow is pretty well 
cleared off on Manhattan Island, 
suburban Long Island, nearby Jersey 
and up-state towns continue to sell 
various snow goods in fair quantities, 
New York stocks are very light at 
press time, but will be replaced after 
inventory, it is said. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 


Snow shovels, long handle steel, $4 
doz.; snow shovels, long handle steel, 
in lots of 6 doz., $3.75 doz. 

yalvanized snow shovels, $10 doz., 
Menzie, $9.60 doz. Snow pushers, 18 
in., 88%c. each net; 24 in., $1 each 
net. 


Stove Pipe Very Active; 
Local Stocks Satisfactory 


Continued cold weather is helping 
the active sale of stove pipe, elbows, 
stove boards, and kindred stove sun- 
dries. New York jobbers have satisfac- 
tory stocks and prices have been firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O,B. NEW YORK: 

Stove pipe, 4 in., 13%c.; 4% in., 
l5c.; 5 in., 16%c.; 5% in., 18¢c., and 6 
in., 2lc. per length. 

Stove pipe elbows, 4 in., $1.50; 4% 


in., $1.68; 5 in., $1.80; 5% in., $1.98 
and 6 in., $2.22—all per doz. 

Stove pipe collars, 4% in., 45c. to 
4Sc.: > in., 50c.; 5% in., Hoe. to 60c.; 
6 in., 60c. to 638e. and 7 in., 7T5e. to 
$1.15—all per doz. 

Stove pipe dampers, 4% in., $1.20; 

_5 in., $1.25: 5% in., $1.32; 6 in., $1.40 
to $1.44; 7 in., $2.15, and & in., $3.60— 
all per doz. 


Manila Rope Advances 
Half Cent—Sisal Unchanged 


Rope prices for the January-Febru- 
ary period show an advance of one- 
half cent on manila with sisal un- 
changed. First grade manila rope is 
now quoted at 24% cents; second grade 
at 22% cents and third grade at 20% 


_ cents. 
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Plymouth Rope Sells Well 


Even in the Smallest Towns 


Plymouth Rope profits are not confined solely to hardware 
stores in the larger cities. 


This old established General Store at Bayport, Long Island, 
N. Y., has handled Plymouth Rope for many years. They 
carry a big assortment of all standard sizes and have a very 
substantial trade among the farmers, boatmen and fisher- 
men in that locality. Concerns operating fishing vessels 
buy large quantities of Plymouth Rope at one time. Like 
the store that sells it they have always found Plymouth 
Rope of uniform quality and entirely satisfactory. 


Dealers in comparatively small towns find a steady sale for 
Plymouth Rope because rope of this quality is always 
needed. 


Plymouth Cordage Company 


North Plymouth, Mass. Welland, Canada 
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If your Jobber does 
not handle Plymouth 
Rope, write us for 
name and address of 
nearest jobbing depot 
in your state. Always 
look for the Plymouth 
Trade - Mark on the 
coil. 


TAC ‘ 
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Chicago Hardware Trade Inactive 
as Inventory Time Arrives 


ITH the exception of a small volume of rush fill-in orders 
on staple items and a few future delivery orders for spring 
and summer merchandise the hardware trade during the 
In fact, while the dealers have been pre- 
paring for the annual task of inventory taking, most of the jobbing 
houses have called all their salesmen in for the house “sales conven- 


past week has been dead. 


tions.” 


As is to be expected with this dormant condition, prices show no 
change with the one exception of an advance of half a cent per 
pound on manila rope effective Jan. 1. 


changed. 


The rather complete lull in hardware activities is, of course, only 
the temporary let down usual at this season and all indications 
point to a rapid resumption of buying soon after the first of the new 
The average dealer’s stock is low and the anticipated neces- 
sary fill-in orders alone will amount to a considerable volume. 

Steel mill activities in the Chicago area are also experiencing a 
temporary slowing up after the holidays, although actual operations 
continue at about 80 per cent capacity. 


ACCESSORIES 
—There is the usual lull in sales follow 


year. 


AUTOMOBILE 


ing the holidays. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords 
50c. each: regular 58c. each; Cham- 


pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 


Spot Light.— Appleton, No. 3280, 
$6.50. 


Chains.—Non-skid, dozen pair lots, 
53 per cent discount. 


Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.— Rose, 1% in. cylinder, 
$1.85. 


Tires and Tubes.—30 x 3%, oversize 
cord tires, $8.75 each; regular cord, 
$6.60 each; gray inner tubes, 30 x 3%, 
$1.50 each; red inner tubes, 30 x 344, 
$1.75 each. 





(Chicago office of HARDWARE AGE) 


Sisal rope prices are un- 


FILES.—Prices 
sales are seasonal. 


GLASS AND PUTTY.—Orders 


Battery Chargers.—Apco line, lots 


of less than 10, $13.50 each. 


Loud Speakers.—Western Electric 
No. 522 W, $2.50 list. Discount, 30 
per cent. 


are unchanged and 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—Sales are at 
the low point of the year as the dealers 
prepare for the annual inventories. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made tubs, No. 1, $6; No. 2, 


$6.85; No. 3, $8; 10 qt. galvanized 
after-made pails, $2.12; 12 qt., $2.33; 
14 qt., $2.60. One gallon, all galvan- 
ized oil cans, $2.35 doz.; 2 gal., $4 
doz.; 3 gal., $6 doz.; 5 gal., $6.75 doz.: 
1 bu. galvanized baskets, $6.20 doz.; 
No, 26% bu. bailed galvanized meas- 
ures, $4.50 doz. 


for 





_ BUILDERS’ HARDWARE.- There is 
nothing new in the price situation— 
low 


prices remain at the extremely 


levels. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $1.80 
per dozen pair; 4 x 4 steel butts, old 
copper and dull brass finish, $2.52 per 
dozen pair; heavy steel bevel inside 
sets, $5.50 per dozen sets: steel bit- 
keved front door sets, $1.50 per set: 
wrought brass bit-keved front door 
sets, $3 per set; cylinder 
sets, $7 per set. 


front door 


glass is confined to small replacement 
orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25 
in. bracket, 85 per cent discount: 
single strength A, 34 to 40 in. bracket, 
82 per cent discount; single strength 
A, all other brackets, 81 per cent dis- 
count; double strength A, all sizes, 
S2 per cent discount. Single strength 
B up to 25 in., 87 per cent discount; 
54 to 40 in., 85 per cent and balance 
S4 per cent; double strength B up to 
o4 in., 86 per cent discount; balance 
S4 per cent. Putty, pure grade, $3.75 
~~ 100 Ilb.; commercial, $3.40 per 100 


HANDLED HAMMERS AND HATCH- 


ETS.—Sales are seasonably quiet this 


CHAINS.—The annual pre-inventory 
lull has slowed down sales but prices 
are holding firm. 


We quote from jobbers’, stocks, 
f.o.b. Chicago: % inch proof coil 
chains, $8.50 per 100 Ib. Henso Bull 


Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% _ electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 





(ES. nd is normal for this | ¢ 
AXES aa — Sales are normal and prices are un- 
season 0 e year.  chanwed. | 
We quote from jobbers’ stocks, . . ; 
. » iw aitew oatagwta We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single f.o.b. Chicago: Copper rivets and 


bitted unhandled axes, 3 to 4 lb., $14 
dozen base: double bitted, $19 dozen 
base; good quality black unhandled 
axes, same weight, single bitted, $153 
dozen base: single bitted handled 
axes, $15.50 to $24 per dozen, accord- 
ing to quality and grade of handle; 
special unguaranteed handled axes, 
$12 per dozen base. 


BOLTS AND NUTS.—Prices 
strong and sales are satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-55 per cent discount: small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts, cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 


are | 


burrs, 40-2\% per cent discount. 


‘ELECTRICAL AND RADIO MER- 
CHANDISE.—With the annual inven- 


lamp cords, $14.25 per 1000 ft.: in 1000 
ft. lots, $13.65; % in. brush brass key 
sockets, 154%c. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; 
two-piece attachment plugs, 12c. 
each; dry cells, boxes of 50, 32e. 
each; less than case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 767, $2.62 
each; No. 770, $3.33 each; No. 772, 
$3.62 each; No, 486, $3.85 each. 


tories pending sales are quiet. Prices 
show no change. 
We quote from jobbers’ stocks, 

f.o.b. Chicago: 
Electrical Merchandise. — No. 14 
| rubber covered wire, $6.85 per 1000 
ft.; in 1000 ft. lots, $6.35. No. 18 
} 
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week. Prices are stable. 


 HAMMERS— 
We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 


nail hammers, $12 a dozen; Maydole, 


$12.60 a dozen; 16 0z. machinists’ 
hammers, first quality, $9.20 dozen: 


Competitive grade, 16 oz. nail ham- 


mers, $6 to $8 


HATCHETS— 
We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 


ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No, 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—There 
is a satisfactory volume of orders for 
future delivery. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: 


Hay Fork Handles. — Straight- 
chucked and bored, best grade, 4% 
ft., 4.95 doz.; 5 ft., $6 doz.; XX, 4% 
ft., $4.95 doz.; 5 ft., $5.30 doz.; X, 4% 
ft., $2.65 doz.; 5 ft., $3.10 doz. 


Hay Work Handles.—Bent-chucked 
and bored, best grade with strap. 
ferrule and cap, 4% ft., $8.25 dozen; 
5 ft., $9.35 doz.; XX bent, with strap, 
ferrule and cap, 4 ft., $6 doz.; 4% ft., 
$6.25 doz.; XX bent, 4% ft., $4.85 
doz.; 5 ft., $6.25 doz.; X bent, 4% ft., 
$3.25 doz.; 5 ft., $3.75 doz. 
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Great Increase 
in Ammunition Sales— 





Nebraska Dealer Cashes in on High Velocity Success 


The success of this dealer* is typical of the success which 
dealers in Peters Ammunition are now enjoying as a result of 
featuring Peters High Velocity Shells. 

In the Fall of 1924 the above dealer stocked High Velocity for 
the first time, simply to take care of insistent calls. The follow- 
ing year he sold over 70,000 of this one shell in addition to a large 
quantity of other Peters shells and cartridges. In 1926 his 
Ammunition sales are expected to even surpass this fine showing. 
Never before have.shooters shown such enthusiasm for a shot 
shell as they are showing for Peters High Velocity. And the 
reasons for this are logical and sound. 

High Velocity is the only shell on the market designed and con- 
structed especially for progressive burning powder with which 
it is loaded. This, combined with Peters exclusive features, 
which are a part of other Peters shells—Target, Victor and 
Referee—such as a method of loading which insures accurate 
charges, loaded with remarkable uniformity, hair felt wadding, 
perfect shot, watertite bevel crimp, and gastite head construc- 
tion, give the shooter fast game-getting patterns that are a 
revelation. 

These same qualities give the dealer irrefutable sales arguments which 
never fail to land the customer. 


Peters Shells satisfy the most discerning sportsman and as a result show 
the dealer a repeat business that is constantly on the increase. 


Less sales resistance, greater turnover, more profits—that’s what Peters 
dealers are enjoying. Are you one of them? If not, you can get full in- 
formation by return mail. Let us show you. No obligation. 


The Peters Cartridge Company 
Dept. A-22 
Cincinnati, Ohio 


New York Los Angeles 


| DETERS 
MUNITION 
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Manure Fork Handles.—Bent, best 
grade, 4 ft., $5.25 doz.; Fy ft., $5.60 
doz.; XX bent, S ie doz.; 4% 
ft., $4.80 doz.; bent, Py rom 285 doz.; 
4% ft., $3.25 doz. 


Garden Hoe Handies.—XxX, 4% ft., 
$3.80 doz.; X, 4% ft., $2.65 doz. 


Garden Rake Handies.—XX, 5% ft., 
$3.80 doz.; X, 4% ft., $2.65 doz. 


Garden Rake Handies.—-XX, 6% ft., 
$5.60 doz.; X, 5% ft., $3.55 doz. 


Shovel Handles.—-Regular pattern, 
XX, 4% ft., $6.50 doz.; X, 4% ft., 
$4.30 doz.; D handle, best grade, $8.75 
doz.; X grade, $6.60 doz. 

Spade WHandiles.—D handles, best 
grade, $8.60 doz.; grade, $6.60 doz. 


HANDLES, TOOL.—Sales are season- 
ably good and prices ure unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer WHandiles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—Business is dormant and 
prices remain at the present low levels. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4 in., 90c.; 5 in., $1.10; 6 


in., $1.12; 8 in., $1.90; 10 in., $3.87 per 
dozen pairs; extra heavy T hinges, in 
bundles, 4 in., $1.40; 5 in., $1.28; 6 in., 
$1.32; 8 in., $2.30; 10 in., $3.30 per doz. 


ICE CREAM FREEZERS.—A fair 
amount of business for later delivery 
is — placed. 


uote from jobbers’ stocks, 
to.b, Chicago: White Mountain, 1 
$4.80 list; 2 qt., $5.60 list; 3 qt., 
36.75 list; 4 qt., $8.25 list; 6 qt., 
10.45 list; 8 qt., $13.40 list; 10 qt., 
17.90 list; 12 qt., $21.50 list; 
25.60 list; 20 qt., $33.20 list; 
42.60 list; Aretic, 1 qt., 
$4.60 list; 3 qt., $5.45 
list; 6 qt., $8. 60 list; 8 at. $11. 10 list. 
All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.95 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 
list; 6 qt., $6.30 list; 8 qt., $3 
10 qt., 10.75 list; 12- -qt., $14 list; 15 
* $17 list; 20 at., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
doz.; 2 qt., enamel, $10 per doz.; 4 
qt., enamel, $18 per doz. Above prices 
are net. 


ICE SKATES.—The demand for tubu- 
lar outfits continues to be very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
Men's and Boys’ bright finish, 75c. 
pair. Half key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and _ Boys’, 
$1.20 pair; Half Key Clamp, Hockey, 
Women’s and Girls’, $1.40 pair; Tu- 
bular Skates, Men’s or Women’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—tThe selling season is 
about over. Prices will probably hold 
as they are again next season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Diet D-Lite, $13 doz.; 
with large fount $14.25 doz.; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Sales have slowed down. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise, No. 25, 4 
t., $8 each; No. 31, 6 qt., $8.65 each; 
No. 35, 8 qt., $9.50 each. 


NAILS.—There are a number of in- 


quiries for carload lots. Prices are 
sieady. 
We quote from jobbers’ stocks, 


.o.b. Chicago: 
Common wire and cement-coated 
nails, $3.05 per Keg base. 





HARDWARE AGE 


PAINTS AND OILS.—tThere is a tem- 
porary lull in sales and prices are un- 
changed. 


We quote from jobbers’ 
f.o.b. Chicago: 


Linseed Oil.—Raw, barrel lots, 92c. 
per gal.; 5 barrel lots, 89c. per gal. 


Linseed Oil.—Boiled barrel lots, 95c. 
per gal.; 5 barrel lots, 92c. per gal. 


Turpentine.—Drum lots, 99c. 


Denatured Alcohol. — Barrel lots, 
42c. per gal.; steel drums extra, 
returnable. 


White Lead.—500-lb. lots, $13.73 per 


stocks, 


100 Ib., net; 100-lb. lots, $14; 50-Ib. 
lots, $7. 25; 25- lb. lots, $3. 65; 12%- lb. 
lots, $1.85. 


Shellac.—(4%-lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


Dry Paste.—Barrel lots, 7%c. per 
b. 


PYREX WARE.—After the heavy holi- 
day buying sales now seem extremely 


low. 


We quote 
f.o.b. Chicago: 


Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 


New Handled Casseroles.._Round, 
No. 622, $12 doz.; No. 623, * doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz, Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 


Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 doz. 


Tea Pots.—2 cup, $21 doz.; 
$24 doz.; 6 cup, $28 doz. 


Utility Pans.—No. 231, $8 doz.; 
232, $14 doz. 


from jobbers’ stocks, 


4 cup, 


No. 


ROPE.—Manila rope prices advance a 
half cent effective Jan. 1. Sisal prices 
remain unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila, stand- 
ard brands, 23c. to 26c. per Ib.; No. 
2 manila, 25c. per .; No. 1 sisal, 
15%c. to 17c. per Ilb.; No. 2 sisal, 14c. 
to l6c. per Ib. 


SASH CORD.—Sales are slow and the 
current prices remain at the low levels. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.40 per doz. hanks; No. 8, $8.45 doz. 
hanks. 


SASH PULLEYS.—tThere is a small 
demand at present. ' 


o 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
50c. doz.; barrels, 54c. doz.; Common- 
sense, 2 in., 60c, doz.; barrels, 54c. 
, No. 105, 46c. doz.; barrels, 42c. 
OZ. 


SCREWS.—tThere is some _ business 
being placed at the recently advanced 


prices. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat heat . bright 


screws, 75-20-10-10 per cent new list; 
round head blued, 72144-20-10-10 per 
cent new list; flat head brass, 72%- 
20-10-10 per cent new list; round 
i brass, 70-20-10-10 per cent new 
st. 


SOLDER AND BABBITT.—tThere is a 
fair demand and prices hold firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $46 per 100 lb.; medium, 45-55 
solder, $45 per 100 Ib.; tinners’, 40-60 
solder, $44 per 100 Ilb.; high speed 
babbitt metal, $20 per 100 lb.; stand- 
=< No. 4 babbitt metal, $14 per 100 


STEEL SHEETS.—The demand is 
rather inactive and prices are un- 
changed. 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE, COAL- HODS, ETC.— 
Sales are seasonal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
30 gage, 12c.; 28 gage, 13c.; 26 gage, 
15%c. per joint. Corrugated elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized coal hods, 17 in., $5 doz. 


TRAPS.—tThe selling season is over 
and orders are now limited to “fill-ins.” 


from jobbers’ stocks, 
Victor, Oo. ' . 
8 + ag No. 1%, $2.44 
: ot: 
$2.81 doz. 
Gibbs T wo- trigger 
No. 1, 


quote 


No. 2, $4.39 doz.; 
$5 doz.: Gibbs Single Grip, 
$1.88 doz.; No. 2, $3.35 doz. 


WIRE PRODUCTS.—tThere is_ the 
usual pre-inventory slowing down in 
ees 


quote from jobbers’ stocks, 
PY Chicago: Wire staples, No. 8 
black annealed wire, $3.05 per 100 Ib.; 
No. 9 galvanized plain wire, $3.50 per 
100 lb.; catch weight spool galvan- 
ized cattle or hog wire, $3.75 per 100 
lb.; 80-rod spool of galvanized hog 
wire, $3.25 per spool. Polished fence 
staples, $3.50 per 100 Ib. Wire cloth, 
black, 12-mesh, $1.65 per 100 sq. ft.; 
galvanized, 12-mesh, $1.95 per 100 sq. 
ft.; bronze, 14-mesh, $5.75 per 100 sq. 
ft. Galvanized poultry netting: Gal- 
vanized before made, 57%-5 per cent 
discount; galvanized after made, 
52%-5 per cent discount. 


WRENCHES.—Prices are firm and the 
volume of orders is seasonably satis- 
factory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent’ discount. Coes 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 


Snap-on Wrenches. — Radio and 
electrical set, in metal cases, $2.75; 
No. 101 Master Service Set, $13. 75: 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50: No. 
608 Crankcase Drain Plug Socket, 
$3.20; No. 900 Square Socket Set, 
$3.70; No. 1878 Giant “‘Snap-on’”’ with 
extra heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 331% per cent 
discount. 


Freight Car Capacity Now at 
Record Level 


Class 1 railroads on Dec. 1 had fewer 
freight cars in need of repair than at 
any time on record in recent years, the 
car service division of the American 
Railway Association announced today. 
The number of freight cars in need of 
repair on Dec. 1 totaled 137,420, or 6 
per cent of the number on line. 

This was a decrease of 2064 cars un- 
der the best previous record, established 
on Nov. 1 of this year, at which time 
there were 139,484 cars, or 6.1 per cent. 
Compared with the number in need of 
repair on Nov. 15, it was a decrease of 
3119 cars. 

Freight cars in need of heavy repair 
on Dec. 1 totaled 99,365, or 4.3 per 
cent, a decrease of 2189 compared with 
Nov. 15, while freight cars in need of 
light repair totaled 38,055, or 1.7 per 
cent, a decrease of 930 compared with 
Nov. 15. 
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LUZON BINDER TWINE 


—as good as can be made 
For over thirty years LUZON TWINE has stood the 


test—the real test that comes from actual field ser- 
vice—and has increased in popularity each year. 





Twine competition today is not wholly a matter of price— 


The Farmer has found that the breakage of grain bundles in the field is wasteful 
and that time lost through tying broken bundles is also expensive—that better twine 
saves grain and time and “cuss” words. Besides the better yardage to the pound 
usually more than offsets the difference in price. 


The Dealer has found that cheap twin? is not only unprofitable at the time of 
sale, but often costs him loss of trade and good will. 


Also BT UE HEART ROPE 


The guarantee of Quality is twisted into every piece— 
*‘Untwist the Strands.” 


Yes—we have cheaper Rope, too—both manila and 
sisal for use where extreme strength is not required— 
and a fine and complete line of other cordage. 


If YOU are not quite sure you are “in right” on twine 
or rope drop us a line for our 1927 proposition. 


THE GEO. WORTHINGTON CO. 


CLEVELAND OHIO 


Established 1829 
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Cincinnati Quotations on 


(Cincinnati office of HARDWARE AGE) 


ALES made by jobbers in Cincinnati territory during 1926 
were slightly below those in the previous year, but the de- 


crease was so small as to be almost inconsequential. 
it is estimated that the decline was only about 1.6 per cent. 


In fact, 
Cin- 


cinnati retail hardware dealers enjoyed a profitable Christmas trade, 
partly because of aggressive advertising and salesmanship, and 
partly because of the release of thousands of dollars held on Christ- 


mas savings accounts by local banks. 


Jobbing houses will send 


their men out to solicit spring business Jan. 3, and orders for that 


period are expected to be normal. 


The price situation in Cincin- 


nati is satisfactory and collections are slightly below normal. 


An appraisal of the hardware job- — 
_pace in the past two weeks. 


bing trade in this territory during 
1926 shows that total sales for the 
twelve months were slightly below 
those in the previous year, but the de- 
crease was so small as to be almost 
inconsequential. In fact, if 
not for the unfavorable weather dur- 
ing the spring season, which acted as 
a serious deterrent upon business, the 
bookings in the aggregate for the year 





The ap- 


pearance of snow and colder weather 


it were | 


would reveal a_ satisfactory upward — 


trend. 


The December monthly business re- | 
view of the Fourth Federal Reserve | 


District reports that 16 hardware job- 
bers sustained a loss of only 1.6 per 
cent in sales in the first 10 months of 


1926 compared with the same period | 
in 1925. There is little likelihood that | 
there has been any radical departure | 


from that percentage in the past two 
months. 

Retail hardware dealers enjoyed a 
profitable Christmas trade, 


according | 


to early reports received from mer- | 


chants in this and nearby cities. The 


liberal volume of sales 


is attributed | 


partly to the aggressive advertising | 
and salesmanship shown by the deal- | 


ers, and partly to the fact that banks 
released two weeks before Christmas 


thousands of dollars held on Christ- | 


mas savings accounts. 
idea of accumulating a tidy sum to 
spend at Christmas by carrying a 
special savings fund in a bank through- 
out the year is spreading, and the retail 
merchants are receiving the benefit of 
that policy. 

Salesmen of local jobbing houses are 
preparing to go on the road again Jan. 
§ to solicit spring business. Since re- 
tailers had such a good holiday trade, 
they are expected to buy for spring 
at a normal rate. To date little mer- 
chandise for that period has _ been 
ordered. 


In short, the © 


The price situation is regarded as 


satisfactory. Quotations on practical- 
ly all items are firm. Collections are 
considered slightly below normal. 


AUTOMOBILE ACCESSORIES. 
—Business has continued at a normal 


slowly at the moment. 


a few days after Christmas stimulated 
the sale of winter items. There have 
been no price changes. 

We quote from Cincifinati jobbers’ 


stocks: 

Tires.—30 x 3 cheap fabric, $5.35 
each; 30 x 3 medium grade fabric, 
$6.35 each; 30 x 3% cheap fabric, 
$6.25 each: 30 x 3% medium grade 
fabric, $7.25 each; 30 x 3% cheap 
grade cords, $6.75 each; 30 x 3% 
medium grade cord, $9.75 each; 30 x 
3% medium grade commercial cord, 
$12.50 each; 31 x 4 cheap grade cord. 
$10.60 each; 31 x 4 medium grade 
standard cord, $13.75 each; 32 x 4 
cheap grade cord, $11.15 each; 32 x 4 
medium grade standard cord, $14.50 
each: 32 x 4 medium grade commer- 
cial cord, $17.50 each; 33 x 4 cheap 
grade cord, $11.75 each; 33 x 4 
medium grade standard cord, $15.25 
each; 34 x 4 cheap grade cord, $12.35 
each; 34 x 4 medium grade standard 
cord, $16.20 each; 32 x 4% cheap 
grade cord, $15.20 each; 32 x 4% 
medium grade standard cord, $19.75 
each; 32 x 4% medium grade com- 
mercial cord, $24.75 each; 33 x 4% 
cheap grade cord, $15.80 each; 33 x 
4%, medium grade standard cord, 
$20.50 each; 34 x 4% medium grade 
standard cord, $21.25 each; 29 x 440 
cheap grade balloon, $7.55 each: 29 x 
440 medium grade standard balloon, 
$9.65 each; 29 x 440 medium’ grade 
extra heavy balloon, $11.75 each. 

Tubes.—30 x 3 cheap grade, $1.03 
each; 30 x 3 medium grade standard, 
$1.30 each; 30 x 3% cheap grade, 
$1.27 each; 30 x 3% medium grade 
standard, $1.50 each: 31 x 4 cheap 


grade, $1.79 each: 31 x 4 medium 
grade, $2.05 each; 32 x 4 cheap grade, 
$1.87 each; 32 x 4 medium grade, 


$2.15 each; 33 x 4 cheap grade, $1.92 


each: 33 x 4 medium grade, $2.25 
each; 22 x 4% cheap grade, $2.44 
each; 29 x 440 cheap grade, $1.65 
each; 29 x 440 medium grade balloon, 


$1.95 each; 29 x 440 better grade, 
balloon, $2.60 each. 

Tire Chains.—For less than 1 
pairs, 35 per cent off list: for 1 
pairs or more, 40 per cent off list. 

Radiator and Engine Covers.—Ford, 
1924 and 1925 models, $2.25 each: 
Ford, 1926 modél, $2.35 each: Ford ra- 
diator cover only, for 1917-1926 mod- 
els, $1 each. 

Radiator Shutters. — For Fords, 
1926 models, $5.50 each: for Chevro- 
let, 1925-1926 models, $6 each: for 
Dodge, 1923-1926 models, $7.50 each. 
Discounts of 33% per cent apply on 
above prices for purchases in lots less 
than five; 40 per cent discount on lots 
of five or more. 


AXES.—This commodity is moving 
Retailers have 
sufficient stocks to meet current needs. 


bobo 


Prices are unchanged. 
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Practically All Lines Are Firm 


We quote from Cincinnati jobbers’ 
stocks: 

Dreadnaught single bit base weight 
handled axe, $19.50; Dreadnaught sin- 
gle bit base weight unhandled axe, 
$14.75; double bit base weight handled 
axe, 25; double bit base weight 
unhandled axe, $20. 


BOLTS AND NUTS.—tThe schedule re- 
mains the same as two weeks ago, and 
the retail trade is well supplied. 


We quote from Cincinnati jobbers’ 
stocks: 

Machine Bolts. — Large, 50 and 
10 off: small, 50, 10 and 10 off: car- 
riage bolts, large, 50 off: small, 50 
and 10 off; stove bolts, 75 off; semi- 
finished nuts, 9-16 in. and smaller, 75 
off; larger sizes, 65 off. 


BUILDERS’ HARDWARE.—Sales 
have held up remarkably well through- 
out December, but the poor business 
done early in the year cut into book- 
ings to such an extent that the total 
trade for the year will not be up to 
that in 1925. The outlook is favorable 
for good sales in the first half of the 
coming year. 


We quote from Cincinnati jobbers’ 
stocks: 
Hinges.—Heavy, 60, 10 and 10 off; 
light, 60, 10 and 10 off; extra heavy 
T, 60, 10 and 5 off. 
Hasps.—Common Hinges, 70 off: 
safety hasps, 3-in., 60c.; single, per 
doz., 4%-in., 80c.; 6-in., $1.40. 
Butts. — Steel, dull brass and 
antique copper case lots 3% x 3%, 
l4c. per pair net; 4 x 4, 20%c. Less 


= case lots, 3 x 3%, 15c.; 4 x 4, 
c. 
Sash Weights.—Sash weights, $1.90. 
Inside Sets.—Square bevel inside 


sets in case lots, $4.50 per doz. 
CARPET SWEEPERS.—This product 
is in fairly steady demand. However, 
sales in the past two weeks have been 
below normal. 


We quote from Cincinnati jobbers’ 
stocks: 

Standard japanned carpet sweeper, 
$36 per dozen; Universal japanned 
sweeper, $42 per dozen; Grand Rapids 
nickel-plated sweeper, $48 per doz.; 
Little Helper toy sweeper, $2 per doz. 


ICE SKATES.—tThe first ice and snow 
of the winter, arriving in the past 
week, has brought out a_ substantial 
call for ice skates. Jobbers finally 
have been able to move a fairly good 
quantity after having held them in 
their warehouses for some time. 


We quote from Cincinnati jobbers’ 
stocks: 

Common grade men’s skates, 89c. 
a pair; common grade lady’s skates, 
$1.25 a pair. 


HOSE ATTACHMENTS.—J obbers’ 
salesmen will go out the coming week 
to solicit spring business on this com- 
modity at the prices quoted below. 


We quote for delivery in the spring 
of 1927: 

Diamond nozzles, $3.60 a doz.: Pet 
nozzles, $4.90 a doz.; Gem nozzles, 
$5.50 a doz. 


HOSE REELS.—A few scattered or- 
ders have been placed, but the real 
drive for spring bookings just now is 
getting under way. Prices for the 
coming season now are being issued 
by local jobbers. 


(Continued on page 74) 
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HARDWARE AGE 


January 6, 1927 


Northwestern Farm Commodities Show 
Increase in Price and Production 


(Minneapolis office of HARDWARE AGE) 


ITH the winter holidays and vacation time back of us, the 
Northwest tributary to the Twin Cities is turning its atten- 


tion to what may be in store for the coming year. 


Jobbing 


houses have held their annual conferences with their salesmen and 
their plans are fairly well formulated and ideas crystallized about 
the conditions in this part of the country. 

Dealers are, for the most part, still busy with inventory, and 


with rearranging stocks after the holiday trade. 


It is still too 


early in the year to make much of a guess as to business conditions, 


but the spring should open up well. 


The unusual amount of snow- 


fall means plenty of moisture for crops the coming season, and that 


should spell prosperity. 


Market conditions have not been disturbed since last week. 


There 


seldom is a change in prices at this time of the year. 


AXES.—Sales are still fairly good, 


with stocks ample for the call. Prices 
show no changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight axes at $21.50; 
Plumb’s Dreadnaught unhandled 
single bit, $14.50; double bit, $19.50; 
handled, single bit, $19.25; double bit, 
$24.25 doz. net. 


AUTOMOBILE TIRES.—Sal sare 
fairly quiet now, with many¥* cars 
stored for the winter. The prospects 
for good business in this line for the 
coming season are bright. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty Cord, $3.60; heavy duty 
Ahk. Prong $8.75; 32 x 4 Liberty cord, 


$11.15; heavy duty oversize, $14.50; 
balloon tires, 29 x 4.490, 9.65; 30 x 
5.25, $15. 95; heavy duty, 2 x_ 6.20, 
$26.75; tan tubes, 30 x 3%, $1.79; 32 
x 4, $2. 60; 34 x 4% , $3.25; balloon tire 
tubes, gray, 27 x 4.40, $1.90; 20 x 
4.40, $2.95; 30 x 25, $2. 70; 32 x 6, 
$3.20; 32 x 6.20, $3:70 each, net. 


BOLTS.—Demand is light, due to the 
inventory work in all factories, and 
other places of business. Stocks are 
low, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
45 per cent; machine bolts at 50 
per cent; stove bolts at 75 per cent 
and lag screws at 55 per cent from 
lists. 

BRADS.—Call for brads at present is 
fair, with stocks ample for present 
needs. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 
lb. boxes at 75 per cent from list. 

CARPET SWEEPERS.—Sales have 
been very good during the holiday sea- 
Prices show no changes. 


son. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carpet sweepers, 
American Queen, $54; Elite, $60, 


Grand Rapids, ja anned, $44; Grand 
Rapids, nickeled, $48; Grand sweeper, 


17 in., $60; rlor ueen, $56; Prin- 
cess, $50; Universal, nickeled, $46; 
japanned, $42 per doz. net. 


CHAIN.—Log chains are selling fairly 
well in the districts where there is 
wood cutting. Prices are unchanged. 


7 





.f.o.b. Twin Cities: 





from jobbers’ stocks, 

Log chains, x 
$10.90: % 14, 
$12; 3, in., 
, $9.85 ewt., 


We quote 
f.o.b. Twin Cities: 
of $13.85; % x 14, 

0.15; % in. proof '—~ 


35.90: % in., $8.50; % i 
net. 


FILES.—Demand is quiet, with good 
stocks on hand. Prices show no 
changes. 


~ We from jobbers’ stocks, 


Best. grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—Sales have 
been good during the last few weeks. 
Stocks are in fair condition, with prices 
firm. Dealers are beginning to place 
orders for future delivery. 


. quote from jobbers’ stocks, 
f.o.b. Twin Cities: ae No. 

galvanized tubs at $7.25; No. 2, $8.00; 
No. 3, $9.25; heavy "tube No. ,: 
$12. 60; No. 2, $13.80; No. 3, 
Standard 10- -qt. pails, $2.55; 12- -at., 
$2.90; 14-qt., $3.25; stock pails, 16-qt., 
$5, and 18- qt., $5. 50 per doz. net. 


HAMMERS AND HATCHETS.—Holi- 
day sales of small tools was very good, 


quote 


with stocks ample for the call. Prices 
are firm as last quoted. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; Plumb No. FH. 
81, $12; Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16. 40; 
No. 2 shingling, $12.50; No. 2 claw, 


$13.75 per doz. net, 


LAMPS AND LANTERNS.—Sales are 
steady and fairly good. Stocks have 
been well filled, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or _ short 
globe tubular lanterns, No. 2, $13 


doz.; No. L327 Coleman lanterns, 
$5.25; No. L427, $6; No. C329 lamps, 
$6.25; No. C318, $7; No. C317, $7.40 
each, net. 


NAILS.—Call for nails 
with stocks in dealers’ 
Prices have not’ changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-lb, kegs at $3.25 per keg base. 


OIL HEATERS.—There is a very good 


is nominal, 
hands low. 
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demand for oil heaters, and stocks are 
well a Prices are unchanged. 


— ote frome jobbers’ stocks, 
f.o. — Cities: Nesco Perfect 
oil hentera. No. 12, $5.50; 15, 
$7.00; No. 016, $8.25; No. 0190, $10. a 
No. 151, $7.50; No. 0161, $8.75; 

$191, $11. 00; No. 505 Giant, $11. 25: 


No, '605, $12. "15, each, with discount in 
qualities less than ‘ten, 30 per cent; 
ten or more, 30-5 per ‘cent. 


OIL STOVES.—Future sales of oil 
stoves to the dealers have been receiv- 
ing attention. Orders are still rather 
light for spring delivery. Prices have 
not changed. 


We quote from jobbers’ stocks, 

f.o.b. Twin Cities: 
NESCO— 

i 8 a ee eee $9.50 
Se 5 > ears 17.50 
No. 213 3 burmers ........cccce 22.00 
No. 214 4 burners ........:; ~.... 28.00 
NO. 315 5 DUFMOFTS ....ccccccces 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 75 


. 9. 
With vitreous enameled stove tops 
and splash backs: 
a ee a NS sot oceans ema $35.50 
No, 244 4 burners 44.50 
Nesco dealers’ 


per cent. 
Oil Ranges 


Nesco Rolo, 5 burners and oven.$90.00 
Dealers’ discount, 30 and 5 per 


cent. 
Wicks, Ete. 


Rockweave wicks, 25c. each. 


«nae ee and Puritan, $4 per doz. 
d $48 per gross. 


discount, 30 and 5 


 aiivarerhe same as on oil cook 
stoves, ovens and heaters. 
500 Ib. lots less 10 per cent; 50 Ib. 


. PAINTS AND WHITE LEAD.—De- 


mand is light at present, except for 
some interior work. Prices are steady 
as quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cit‘es: First grade house 
paint at $2.80 per gal., in 1-gal. cans, 


and white lead in 100-lb. containers 
at $13.84 cwt. net. 


PUMPS.—Sales are light, with stocks 
low in dealers’ hands. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495, underground discharge 
windmill force, adjustable _ stroke, 
$14.35; No. 415, $14.65; No. 403, hand 
lift, 6-in. stroke, $4.25; No. 182, hand 
lift, 6-in. stroke, 6-ft. set length, $5.25 
each net. 


PYREX OVENWARE.—Sales during 
the holidays have been very good. 
Stocks are rather broken at present. 
Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 casseroles, 
$1.17; No. 633 casseroles, $1.17; No. 
209 pie plates, 50c.; No. 210 pie plates, 
67c.; No. 212 bread pans, 60c.; No. 
231 utility pans, 67c.; No. 12 tea pots, 
$1.67; No. 24 tea pots, $2, and No. 36 
tea pots, $2.33 each net. 


REGISTERS.—Demand is still fair, 
(Continued on page 74) 
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Se ey Lawn Fences He | 
| Give Protection and Privacy Fee ‘ 


You can have a more beautiful and enjoyable lawn if it is enclosed 

with an attractive fence. Enclosed lawns have become popular 

because they are more private, grass, flowers, and shrubs are pro- 

tected, and the children at play are safeguarded from the dancers 

of the streets. 

Super-Zinced Lawn Fences are especially desirable for city lawns because of 

their distinctive design and neatness combined with strength and durabiltty. 

The many upright wires keep the fence permanently erect. Scrolls can not 

pull out because each is inseparably joined to the next corresponding wire. 
The close spacing keeps out chickens and makes the fence nonclimbabie. 

Free ¢ Our booklet of “Lawn 

® Fences that Protect 

and Beautify,” illustrating several 

styles of lawn, poultry and flower 

cs, will be mailed free upon re- 


Storch Stéel Co. 


72, Pittsburgh, Pa. 
74 y . 
ke g > agf 


in tH innate i 
ee es reeseeagg te sR | Protect Your Lawn— 
R, 1926) getty iting Safeguard the Children | 


yen Jawn can be made and kept more beautiful if grass, 

flowers and shrubs have the protection of an attractive 
fence. You will enjoy the privacy of an enclosed lawn, and . 
your children at play will be safeguarded from the dangers 
of the street. 


SupeZincea fawn Fence 


gives the complete protection you desire, and its distinctive - 
design enhances the appearance of your property. Scrolls can 
not pull out, and the many upright wires keep the fence per- 
manently trim and erect. The heavy Super-Zinced rust pro- 
tection insures great ee: 


i Hi 


ag eet 





Free: Write for this booklet 
oe : illustrating the newest 
lawn, poultry and flower fences. 








The Only Distinctive Lawn Fence 


Get your share of the increasing lawn fence sales. Pittsburgh Perfect Lawn Fences are nationally advertised, 
and have eight exclusive features of greater desirability over other brands. Write for complete information. 


Pittsburgh Steel Company, Pittsburgh, Pa. 


New York Chicago Detroit Memphis Dallas San Francisco 
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Jobbers Preparing to Offer New Lines 
to New England Retail Dealers This Month 


(Boston office of HARDWARE AGE) 


OST of the New England shelf hardware jobbers have com- 
pleted stock taking; have held their salesmen’s conferences 
- and are prepared to spend the next month or two introduc- 


ing new lines to the retail trade. 


Generally speaking, jobbers’ 


stocks are small, much more so than a year ago, and jobbers are of 
the opinion that the average retail stock is well balanced but of 
limited quantity. Granting this to be true, the new year starts 


with no stock overburden. 


The retail trade during the next two 


months most likely will be comparatively inactive, and it is because 
of this fact that jobbers will take the opportunity to introduce new 


lines. Jobbers are still doing a 


good business, particularly for 


January, because retailers here and there are having a call for goods 


of which they have no stock. 


In addition, quite a number of them 


are placing orders with jobbers for merchandise that will be re- 
quired next spring and even later in the year. 


Collections, according to jobbers, are very fair. 


In quite a 


number of instances retail dealers anticipated their Jan. 1 bills so 


they could start 1927 with a clean slate. 


The response to state- 


ments sent out Jan. 1 has been quite satisfactory. The whole 
financial structure of the hardware distributing industry therefore 
appears to be on a sound foundation. Naturally the trade is looking 
forward to a busy and prosperous new year. 


BARBED WIRE.—Jobbers’. already | 
have taken a fairly large amount of 
orders for barbed wire, but say the 
buying surface has only been scratched. 
Retail dealers in general, it is be- 
lieved, carried over little stock. 


We from Boston jobbers’ 
stocks: 

Barbed Wire.—From mill, 4-point, 
Lyman, in car lots, $3.40 per 100 Ib.: 
in less than car lots, $3.65. Two-ply, 


quote 


twisted, galvanized in car lots, $3.40 
per 100 Ib.: in less than car Iots, 
$3.65. From store, galvanized, 4- 
point, 80 rod reels, $4.10 per reel; 


twisted, $3.44 per reel. 


BUMPERS AND FENDERS.—One of 
the leading manufacturers of bumpers 
and fenders has issued new price lists 
which show a moderate decline, and 
local jobbers have revised their quota- 
tions to correspond. 
We 
stocks: 


Bumpers.—One to 49 count, 


40 per 
cent discount; 50 to 249 count, 40 and 


5 per cent discount. 

Fender Guards.—One to 49 count, 

40 per cent discount; 50 to 249 count, 

40 and 5 per cent discount. 
CHAINS.—There is still a good call for | 
tire chains. It has been tough going 
all over New England for automobiles 
owing to snows and ice, and chains 
have not lasted long because of the 
extra heavy duties thrust upon them. 
All of which has helped the retail sale | 
of chains. 


2-ply, 


quote from Boston jobbers’ 





We quote from Boston jobbers’ 
stocks: 
Tire Chains.—Weed, 1 to 9, pair, 


30 per cent discount; 10 to 29 pair in 
one shipment, 35 per cent discount; 
lots of 50 pair in one shipment, 40 
per cent discount. Fill-in orders are 
figured at the discount earned by 
original purchases, 100 cross chains 
equal 1 pair of tire chains. 
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Machine Chain, — Twisted, 11-64- 
in., $7.50 per 100 ft.; 3-16 in., $7.80; 
13-64-in.. $8.10; 7-32-in., $9; ‘'%-in., 
$13.50, all net. 

Links.—Acme connection or repair, 
3-16 in., 84c. per doz. net; %4-in., 84c.; 
5-16-in., 90c. %-in., $1; 7-16-in., 
$1.18; 1% -in. he $1. 38. 


GALVANIZED WARE.—Of the many 
kinds of galvanized ware on the market, 
ash sifters are the only ones that are 
really moving in volume at the mo- 
ment. It is a little early for the spring 
buying movement of other things to 
start in. 
We 
stocks: 
Pails.—Galvanized, 12 qt., $5.1 
doz. net; 14 qt., 40 Ib. to the dozen, 
$5.67; 14 qt., 50 Ib. to the doz., $7.31. 
Tubs.—Wash, No. 200, $15.44 per 
doz. net; No. 300, $17.25. 
Ash Cans.—Sexton line, 


$2.85 each net; No. 55, $2.25; No. 35, 
$1.90: Ajax, No. 14, $2.75; No. 14, 
$3.05. 

Garbage Cans.—Sexton line, under- 
ground, No, 1, 17 x 19% in., steel out- 
side, $9.50 each list: No. 2, 18 x 25 in., 
steel outside, $11.50; No. 5, 15 x 24 in., 
steel outside with cast iron top, 
$13.50; No. 6, 18 x 24 in., steel outside 
with cast iron top, $17; No. 50, 17% 
x 24 in., concrete outside, cast iron 
top, $15.50; No. 60, 20% x 24 in., con- 
crete outside. cast iron top, $19.90. 

Discount, 33% per cent. 


ICE CREEPERS.—Ice creepers are 
selling, although not as freely as be- 
fore the holidays. Good retail sales 
are expected through January and 
_ February. 


We quote 
stocks: 

Creepers.—Featherweight, Nos. 

, 3 and 4, $4 per pair net; Newark, 

$3.6 5: Union, ; Eagle, $1.35; 

Neverslips, men’s, $2.44, ladies’, $2.44. 


MOP WRINGERS.—tThe first of the 
1927 sales of mop wringers are begin- 
ning to filter into jobbing houses. 


quote from Boston jobbers’ 


Leader, 


from Boston jobbers’ 








Prices as compared with a year ago 
show little variation, while there seems 


to have been a steady improvement in 


the quality of the merchandise. 


We quote from Boston jobbers’ 
stocks: 

Mop Wringers.—White line, hotel, 
No. 1, $32 per doz. net; family, No. 
2, $21.60; No. 14, $31; No. 114, $27: 
Can’t Splash, No. 112, $22. Lamco 
line, in lots of less than % doz., $26 
per doz. net, in lots of % doz. or 
more, $24. Brockton line, in lots of 
less than \%& doz., $39 per doz. net, 
in lots of % doz. or more, $37. 


OIL STOVES.—Interest in oil stoves is 
awakening. Retail stocks are low, and 
jobbers anticipate a big 1927 business. 


We _quote from Boston jobbers’ 
stocks 

line, No. ae. 
No. 212, 


Oil 
$12.25; No. 
, $15.40; No. 214, $19. 60; No. ts 
24.85; No. 244, $31.15. High backs, 
. 1102, $3.68 each net; No. 1103, 
$4.55; No. 1104, $5.60. Ovens, No. 10, 
$2.63; No. 20, $3.15: No. 301, $4.48; 
assortment No. 50, $33.50. 
Gasoline .—Air-O-Gas line, No. 121, 
$17 each net; No. 211, $22; No. 212. 


Steves~Shases 





$26; No. 214, $29; ~- ae $30; No. 
623, $33; No. 624, $47.60. 
POULTRY SUPPLIES. — Boston’s 


poultry show this week helped to re- 
mind the New England retail trade 
that now is the time to place orders 
for poultry supplies. Quite a sizable 
business has been booked by jobbers 
here since last reports. 


We quote from Boston jobbers’ 
stocks 

nd —Buckeye line, No. 1, 
110 egg capacity, $26.25 each net; No. 
2, 175 egg capacity, $31.15; No. 3, 250 
egg capacity, $40.43; No. 4, 350 egg 
capacity, $47.60: No. 5, 600 egg ca- 
pacity, $74.90; No. 40, large capacity, 
$175; No. 14, 65 egg capacity, $11.50; 
No. 16, 110 egg capacity, $19.25; No. 
17, 210 egg capacity, $25.73. 

Brooders.—Buckeye line, portable, 
No. 20, 60 chick capacity, $8.23 each 
net; No. 21, 100 chick capacity, 
$10. 85; No. 22, 150 chick capacity, 
$13.30. Oil burners, No. 80, 350 chick 
capacity, $13.30; No. 81, 500 chick 
it $15.05. Coal burners, No. 
i ae 55: No. 118, $15.05; No. 119, 


RADIO GOODS.—Christmas trade in 
radio sets was excellent, according to 
those retail dealers interviewed the 
past week. It is believed the sale of 
radio sets as well as parts is by no 
means over. As a matter of fact, many 
people who received money as a Christ- 
mas gift are investing in sets. 


+ quote from Bostor jobbers’ 
stoc 
Tubes. —Cunningham, No. ‘CX3116B, 


$7.50 each list: Nos. Cll,. C12 and 
CX300, $2.50; No. CX299 $2.25; No. 
CX300 $4; 301A, $2; No. 
CX 220, ‘$2. af No. CX112, $4.50; No. 
6X371, $4. 
Setacee "50 per cent. 
SHOVELS. Retailers are _ still de- 


manding snow shovels, particularly the 
wooden kind. As a matter of fact 
there is a surprisingly good movement 
of all kinds of shovels out of jobbers’ 
stock for this season. Jobbers stocks 
are broken. 

We quote from Boston jobbers’ 


cks 
Shovels. —Howard, black, No. 2, 
$11.51 per doz. net; fourth grade, 


sto 
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SUBSTANTIAL PRICE REDUCTIONS 
ON FIVE POPULAR MENGEL TOYS 
AT THE NEW YORK TOY FAIR 





S EUSY MIENGEL Toys! New Prices! New Numbers! 

Weel WA) Be sure to see them at the 1927 Toy Fair— 
Feb. 7th to Mar. 12th at the Hotel Breslin, 
| New York City. 


During the past year we have been fortunate in securing re- 
ductions in the prices of some of our raw materials. Also we 
have reduced certain manufacturing costs. These savings we 
are passing on to you in the form of lower prices on several 
popular Mengel numbers. Here is your opportunity to cash 
in bigger than ever on Mengel sure-fire sellers. 


You'll be mighty interested in the new Mengel offerings, 
too. Here are some of the most attractive and ingenious toys 
ever built. And—of course, Mengel quality means careful 
workmanship, durability and dollar for dollar value which has 


never been surpassed. 


If you are looking for finest toys at fairest prices, don’t 
miss the Mengel exhibit. If you cannot be present, let us send 
you our new catalog. Write to 


THE MENGEL COMPANY, INCORPORATED 
Louisville, Kentucky 


Mengel Playthings 
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. 


polished;-No. 2, $13.09; No. 3, $13.52; 
extra d-handle, No. 2, $14.34: No. 3, 
$15.09. _Second grade, polished, No. 
2, $14.67; 2 3, $15.20. Blair, pol- 
ished, No. $16. 25. Ames, polished, 
No. 2, 310.64: No. 3, $20.07, d-handle, 
$20.79. 

Scoops.—John Carr, No. 2, $15.33 
per doz, net; No. 3, $15.86; No. 4, 
$16.38; No. 5, $16.91: No. 6, $17.44; 
No. 7, ceed black, No. 4, $14.80; 
No. 5, $15.33; No. 6, $15.86. Ames, 
polished, Now "2, $20.20; No. 3, $20.72; 
No, 4, $21.25; No. 5, $21.78; No. 6, 
$22.30: No. 7, $22.83. 


SIDEWALK CLEANERS.—The recent 
sleet storms, together with thaws and 
freezes, have brought additional re- 
quests to retail dealers for sidewalk 
cleaners. It has been necessary for 
retailers to replenish stocks, but cur- 
rent ordering is very conservative. 


We quote from Boston jobbers’ 
stocks: 

Sidewalk Cleaners.—Swineford, 12 
x 18 in., av per doz. Fwy Wallingford, 
No. SCX7 $8.25, No. Ic, $10.25, No. 
Zi, 33.57, Rio’ 7 $10.25. 
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SKATES.—Jobbers are endeavoring 
to round up orders for roller skates 
from those retail dealers who always 
put off until the last minute their or- 
dering. Sales of ice skates during the 
holiday season far exceeded the expec- 
tations of jobber and retail dealer 
alike. 


We quote from Boston jobbers’ 
stocks: 

ice Skates.—Union line, men’s, No. 
524%, $1.36 per pair net; No. 424%, 
a 74; No. 924, $3.31; No. 1924%, $3.12; 

1624, 89c.; No. 162414, $1. 24: No. 

ised, $2.06. Hockey and figure, No. 
Ox3, $2.69. Canadian hockey, No. 
5%, $1; No. 7, $1.67. Ladies’, No. 
52, 97c.; No. 5624, $1.17; No. 5624%, 
$1.49; No. 5724%, $1. 92: No 592414, 
$3.50: No. 524% . $1. 62. Children’s bob 
skates, 45c. 

Roller Skates. —Union line, No. 2, 
70c. net = Eo: No. 3, 75c.; No. 
10, $1.10; No. 5, $1.45. 


STEP LADDERS.—Retail dealers are 
beginning to place spring orders for 
step ladders, and the season is opening 
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more optimistically than most jobbers 
anticipated. 


We quote from Boston jobbers’ 

stocks: 

Step Ladders.—Paris line, 3 ft., 

ys ng each list; 4 ft., $3. 60; 5 ft., $4.50; 
$5.40; 7 ft., $6.30; 8 ft., $7.20: 
‘0 Te $9. 

Discount, 33144 per cent. 
WATERGLASS.—In connection with 
solicitations of poultry supply orders, 
jobbers are urging retail dealers to 
place their waterglass business as 
early as possible. Bookings to date 
are quite flattering. 


We quote from Boston jobbers’ 
stocks: 

Watergiass.—In pints, $1.30 per 
a net; in quarts, $2; in gallons, 


WINDOW GLASS.—Jobbers intimate 
that new prices will shortly be issued 
on window glass and that they will 
show a moderate reaction. 





Twin Cities Market (Continued) 


with stocks ample for the call. Prices 
have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Wrought § steel 
registers at 40 per cent from lists. 


ROPE.—Demand is steady, though not 
heavy. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Best grade manila 
rope at 24l%c. Ib. base, and best 
grade sisal rope at 18c. per Ib. base. 


STEEL GAME TRAPS.—The heavy 
sales for the start of the trapping sea- 
son are past, but there is a steady 
current demand. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Victor traps, No. 
o. Ke 10; No. 1, $1.38; No. 1%, $2.44; 

2, $3.36 Oneida jump, No. 0, 
$1: 59: No. 1, $1.83; Nor 1%, $2.81 per 
doz. net. 

Gibbs “Two Triger’’ traps, $5; 
Single me No. 1, $1.88; No. 2, 
$3.35: No. $5.50; No. 4, $6.70 doz., 
net, f.o.b. ee with freight al- 
lowed in barrel lots. 


STEEL SHEETS.—Call is light, with 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 





sheets at $5.15 cwt. base (24 ga.), 
and black steel sheets, $4.30 cwt. base 
(24 ga.) 
TIN.—Demand is not heavy, with 
stocks ample for present needs. Prices 
have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, ICL, 
20 x 28 tin at $14.50, and IC, 20 x 28, 
—— coating roofing tin at $15.25 per 
ox. 


WEATHER STRIP.—Call for weather 
strip is steady and good. Metal 
weather strip is becoming more popu- 
lar. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood and felt, Fy 
in., $1.85; % in., $1.85; 1 in., $2.60 : 
be be $4.85, and Bosley’s, $1.25 per 


WRENCHES.—Demand is fair, with 
stocks in fair condition. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 65 per cent; Coes wrenches, 
45 per cent; engineers’ wrenches, 650- 
10 per cent; and Trimo wrenches, 65 
per cent from list prices. ' 


SCREWS.—Call is light, with prices 
steady. 


We quote from jobbers’ stocks, 





f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent; 
round head, brass, 75-10 per cent 
from lists. 


SNOW SHOVELS.—Demand is very 
good, and dealers are reordering. 
Prices are firm as quoted. 


We uote from jobbers’ stocks, 
f.o.b. win Cities: Bonanza wood 
snow shovels, $19; steel blade 
straight handle, $4.50; galvanized 
steel blade, D handle, 15% x 17, 
$10.75; 16 x 21, $11.25 doz. net. 


SKATES.—Sales during the holidays 
have been steady and very good. De- 
mand usually continues good for the 
first weeks of the new year. Stocks 
are rather ragged, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nestor Johnson 
North Star aluminum finish skates at 
$7.25; nickel plated at $8.25; Union 
1624, 84c.; 524%, $1.31; No. i, 
95; No. .62; No. 5624, $1.12; 
No. 5624 , " $1. 44; No. 5241%6L, $1.57; 
No. 424% $2.00 per pair. 

Roller Skates. — Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75e.; No. 10, 1. oO. $1.55; 
Winslow line, No. "3814. $1.50: No 
38, $1.60. 





Cincinnati Market (Continued ) 


LAWN HOSE.—Some future orders 
have been taken by Cincinnati jobbers, 
but the major portion of the spring 
business has not been contracted for. 
atl for 1927 delivery from 
a. “y jobbers’ stocks: 
Leader Hose.—*%-in., $7.75 per 100 
ft.; Red Dandy, %-in., $11.50 per 100 
ft.; molded hose, %-in., on reels, 
$10.50 per 100 ft. 
STEEL SHEETS.—A recession in sales 
has taken place in the past two weeks, 
and the movement of goods from job- 
bers’ warehouses has declined some- 
what. 


We quote from Cincinnati jobbers’ 
stocks: 

Galvanized sheets, No. 24 ag 
$4.90 per 100 lb.; black sheets, No. wy 
gage, $4.05 per 100 Ib. 


SCREWS.—Despite the fact that 





manufacturers have increased their 
prices, local jobbers state that they 
have decided to maintain their present 
schedule indefinitely. 
Bde. quote from Cincinnati jobbers’ 
stoc 
Flat-head bright screws, 85 and 
12% off list; flat-head blue screws, 
85 and 7% off list; flat-head brass 
screws, 80 and 25 off list; round-head 
blue screws, 85 and 2% off list; 
round-head brass screws, 80 and 15 


off list; bright wire goods, 85 and 25 
off list. 


SLEDS.—tThe first call of the season 
occurred in the past week. Christmas 
business on this commodity was only 
fair. Prices are the same. 


Bho ath quote from Cincinnati jobbers’ 
stoc 

Steerin Sieds.—No. 96, $11.25 each; 
No. 210, $00.75: No. 100, $14; No. 200, 
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$16.50; No. 220, $24.60; Flexible Fly- 
er, 33% per cent off list. 


ROOFING MATERIAL.—The advent 
of snow and ice temporarily has affect- 
ed adversely the local market. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, gee 10 red and green slate 
surface, 

Roofin: F eeitie -—Coal tar, refined, 
in barrel lots, 25c. per gal.;: in half 
barrels lots, 28c. per ee coal tar, 
crude, in barrel lots, 2 per gal.; in 
half barrel lots, 27c. l. 

Roofing Cement. abate elastic, 1 
Ib. 12c.; in 5 Ib. cans, 9c, per lIb.; 
in 10 Ib. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per 1 Certain-teed 
cement, 36 Ib. to the case, $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per Ib.; in 10 lb. cans, 6 
cans to the box, 7%c. per Ib. 
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SERVICE 


Sugersott, 


TIMEKEEPING 





The Addressed Mailing Box 
Keep a supply on hand 


Free on request. Write today 


How to Take Care of a Customer 
with an Ingersoll for Repair 


OME retail merchants don’t know the 
workings of the New Ingersoll Repair 
Service, and so to make it all clear we de- 
scribe to you, a retail merchant, how to 
handle a typical case: 


One of your customers comes to you 
with an Ingersoll that he has dropped and 


that needs repair. 


It is natural that he come to you because 
he bought the watch from you and be- 
cause he knows that you will take care of 
him. 


Simply give him one of the addressed mail- 
ing boxes as illustrated above, and tell him 
that if he will put his watch in it, and send 
parcel post insured, it will go to the best 
equipped service department in the coun- 


try, a service department where repairs 
are made promptly and at nominal cost. 
He will receive the watch back, delivered 
at his own front door in a surprisingly 
short time. Tell him to be sure to PRINT 
his own name and address on the package; 
also tell him that to save bookkeeping ex- 
pense, etc., it will be sent to him C.O.D. 


Thus you are relieved of all trouble and 
annoyance in handling repairs, and still you 
have done your customer a favor and made 
him think more of you and your store. 
He will think of you again—pleasantly— 
when he sees how quickly the watch is re- 
turned to him and how small the cost. Be 
sure to have a supply of boxes on hand at 
all times. Sent FREE on request. In 
writing, please mention Hardware Age. 


INGERSOLL WATCH CO., Inc. 


30 Irving Place 
New York, N. Y. 


215 W. Randolph St. 
Chicago, Iil. San Francisco, Cal. 


360 Fremont St. 


SERVICE DEPARTMENT: Waterbury, Conn. 
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Pittsburgh Market Reports Excellent 
Christmas Trade. Looks For Good 1927 


i} 


rule. 


(Pittsburgh office of HARDWARE AGE) 


HE period beginning with Christmas and running past New 
Year’s Day usually is the quietest time of the entire year in 
the hardware market and this year is living up strictly to the 

Jobbers’ salesmen are off the road and the retailers are tak- 


ing inventories, while the jobbers are not only taking stock but hold- 


ing sales conferences. 


There is not much time for sales activities. 


The trade is looking for another year much the same kind as the 
past one has been in its major characteristics, the principal of which 
has been close range buying, with its numerous small lot purchases 
and a heavy burden upon the order and bookkeeping departments. 
By the law of averages, spring and summer should arrive some- 
where near scheduled time this year and that will help; because 
those seasons were late in 1925, a good deal of business was lost. 
The past week has brought out no important price changes, other 
than the seasonale cut in the price of white lead, which is steeper 
than usual, amounting to 75c. per 100 lb. Collections are fairly 
good, as Christmas business was excellent in these parts and that 
business usually runs heavy to cash payments. 


BATTERIES.—This line still is good. 


Jobbers’ quotations to retailers 

f.o.b. Pittsburgh: ; 
Broken Unit 

Packages Packages 
ee, Me wiwestoveschi $1.05 $0.97 
a rr 1.22 1.14 
GEE wewtewesedes 1.32 1,22 
De ee iwacedeseosue 1.40 1.30 
ak OEe Bendebsrenes 2.62 2.44 
7 Bee wenescsecsses Ge 2.44 
Ph Ce cénwikdeeeade 3.33 3.00 
ek: Te vavecoewsnenes .42 .39 
Se BONE neskeseécevns .40 .3d 
No. 6 dry cells, ignition type unit 

packages, 32c, each. 

Fiashlight.—No. 935, 9%c» each; No. 
950, 10%c.; No. 790, 22c.; No. 705, 


21%c. No. 750, 18c.; No. 751, 24c. 
Hot Shot.—No. 1461, $1.70; No. 1662, 
$2.35. 


BOLTS, NUTS AND RIVETS.—The 
demands upon jobbers are nothing out 
of the ordinary, running to small lots 
in keeping with actual requirements. 
Jobbers still are protesting the pro- 
posal of manufacturers of bolts and 
nuts to set up two sets of prices and 
charging a stiff advance for broken 
cases over case lots. It is looked upon 
as unfair by jobbers for the manu- 
facturers to oblige them to buy cases 
containing many slow moving sizes. 
We quote out of jobbers’ stocks as 
follows: 


Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list: car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list; nuts, hot 
pressed square, tapped in 3 lb. boxes, 
4% in., $16 per 100; 5/16 in., $14; % in., 
$11; % in., $10; 5% in., $10; % in., $8; 
% in., $7.50; rivets, small wagon and 
tinners, 60 per cent off list. 


EDGED TOOLS.—Leading makers 














have come out with new prices on 
picks, mattocks, sledges and wedges 
showing an advance of 10 per cent. 
There is no explanation other than 
that former prices did not yield a 
living profit. 


GAME TRAPS.—tThis line still shows 
a fair amount of activity. Jobbers 
quote: 

$1.28 per dozen; 
Triumph, No. 1, 
$1.83; Gibbs, 2- 
single grip, No. 
No. 3, $5.50; No. 


Coil spring, No. 1, 
Victor, No. 1, $1.38; 
$1.38; jump, No. 1, 
trigger, $5 per doz.; 
1, $1.88; No. 2, $3.35; 
4, $6.70. 


ICE CREEPERS.—Orders individually 


are small, but they are fairly, numer- 
ous. Jobbers quote: 

Security, $3 per doz.: Instep, $3.25: 
Newark, $3.60; Blue Ribbon, $3.75; 
Fit all, $4.50. 

PAINTING SUPPLIES.—White lead 
has had its usual seasonal price reduc- 
tion, made to stimulate forward busi- 
ness, but this year it is greater than 
usual, amounting to %c. per lb. There 
is no change in the prices of other 
painting materials. Business is no 
heavier than it usually is at this time 
of year and advance orders seem to be 
waiting on the completion of inventory 
taking by the retailers. 

Prices to retailers: Ready mixed 
paints, best grades, $2.85 per gal- 
lon; lower grades, $2.25; white lead, 
14%c. per Ib. in 100-Ib. lots; 10 per 
cents less in lots of 500 Ib. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, $1.02 per gal. 


in barrel lots; raw linseed oil, 12.4c. 
per Ib. in barrel lots. 


SKATES.—Demand for ice skates has 
lost some of its recent activity, but still 
is of fair proportions. Jobbers quote: 
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ice Skates.— Winslow line, No. 2110, 
65c. per pair, same, L. S. $1.12; No. 
2120, $1.20, same L. S., $1.50; No. 2140, 
$2.20, same L. S. $2.50. 


SLEDS.—Good many small orders are 
being received by local jobbers, who 
quote: 
Flexible Flyer, No. 1, $3.75 each; 
No. 2, $4.75; No. 3, $6; No. 4, $6.50, 
subject to dealers’ discount of 33% 
per cent; Lightning Guider, No. 19, 
$1 each; No. 20, $1.20; No. 21, $1.40; 
No. 22, $1.60 net. 


SNOW SHOVELS AND CLEANERS. 
—Weather conditions favor a good 
movement into consumption and job- 
bers’ sales are very steady. They 
quote: 
Cleaners, No. 5, $4.20 per doz.; No. 
6, $5; No. 7, $7.20; No. 8, $8.40; 
shovels, wood, D handle, $6 per doz.; 


long handle, $5.50; galvanized steel, 
$11; black spring steel, $10. 


STOVE PIPE AND ELBOWS.—Job- 
bers have revised their prices in keep- 
ing with the new lists recently issued 
by manufacturers. Prices out of job- 
bers’ stocks now are: 
Stove pipe, 6-in., $3.37 per crate 
of 25 joints; 7-in., $3.91; elbows, 6-in., 
FQ.RW per doz.; 7-in., $1.95; nick- 


eled stove pipe, 4-in., 85c. per joint, 
elbows, 75c.; collars, 40c. 


WIRE PRODUCTS.—Demands' upon 
jobbers are no heavier than they usual- 
ly are at this time of the year. 
We quote from Pittsburgh jobbers’ 
stocks 


Fence Wire 


(Per 100 Ib.) Annealed Galvanized 


No. 6 to 9 gage...... $3.00 $3.45 
ae 3.50 
DE TEE csceneeugenieea-s 3.10 3.55 
ee 3.15 3.65 
TEs seubekestaene’ 3.25 3.80 
Pe atovessceuaveaud 3.35 4.00 
De EE Saint & eed. 6 6-408 eele 3.55 4.25 
a nee 3.75 4.45 
Barbed wire (per 80-rod spool): 
a eee a $3.00 
as oh bch eee eaten 3.20 
a ER ee 3.20 
ee Eis ei ae 3.50 
2-point cattle (special).......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
DEE ROACH Chsvddeeceeecdeunbee $39.00 
DT Swe weesacnéednedenecdcneee 54.75 
DE tliscvadeneveweeusdeous et 27.10 
TT ee eT ere 36.15 
aaa ee ccccccces Gee 
Dt heclbetcousen<4edeedeceates 48.25 
Poultry: 
i hi dine ebb anes C4Ee Red ae $35.60 
ee ee ee ee ee ee 43.00 
Ps SE, When 6ébdavewsceteeosndes 48.50 


Steel Fence Posts: Galvanized tu- 
bular. 


PU 0b 6 dn ee einekied eemeeee 50c. each 
PA: Wastde bubes boeee besten 55c. each 
ih neta beep ien ee en eens all 65c. each 


Bright nails, base, per keg, $2.95 
to $3. 
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Rear view at left shows iarge compartment 
with ample space for batteries, battery 
charger, or battery eliminator, which are 
entirely concealed from view. Back is open 
for ventilation of batteries. 























| Winsdor Wall or Table 
Type Cone Speaker 
= Amazes Radio World 


a 


At right is shown the Cone Loudspeaker, 
with its panel, which is quickly aaa acai 

removable, allowing instant access to all 
batteries, battery charger, battery eliminator 
or other equipment and wiring. 











\y 









Model 200 
Model 210 3) C 
—_ >» (Pat. Applied 
ae 1: For Console 
ee ae with Cone 
: The latest model Windsor Cone Loud- Loudspeaker 
4 speaker has astonished the world of Ready for 
radio. In convenience, quality of recep- Set and 
tion, and extremely low price, it far Batteries 
surpasses anything yet offered. The (West of 


: cone is 22 inches in diameter and is 
supported by an easel back. It can be 
hung up on the wall, as in the picture 
above, or stood upon any flat surface 
as shown in the picture below. It 
contains the famous Windsor loud- 
4 speaker unit noted for its extreme 
clarity and fidelity of reproduction. 


Rockies, $35) 


(Pat. Applied For) 


Model 200—with 22-inch Cone Loudspeaker 


This Windsor Cone Loudspeaker Console is equipped with a 
22-inch Windsor Cone Loudspeaker. Its — is 30" x 17" and ; 
is 29" high. The battery shelf provides ample space for bat- 
teries, charger, battery eliminator and other equipment. 
Beautifully finished in either Mahogany or Walnut. 










zuzse This is the Fastest Selling Line of 
$1500 Loudspeakers and Loudspeaker 
sz’ Consoles in the Radio World Today 


(Pat. Applied For ) 

The quality of radio reception made possible by 
Windsor Cone and Horn Loudspeakers and Loud- 
speaker Consoles so far surpasses anything heard 
heretofore that it amazes and delights every radio 
enthusiast. The Windsor Line is so complete that 
everyone can find in it a loudspeaker, loudspeaker 
table, or loudspeaker console exactly to fit their par- 
ticular needs. 





Model 302 (Shown below) 
With Moulded Composition Horn Loud- 
speaker and 18-inch Cone Loudspeaker. 








Model 100 


with Moulded Composition 
Horn Loudspeaker or 16- 
inch Cone Loudspeaker 


(Pat. Nov. 18, 1924) 





Above is shown a beautiful Windsor Loudspeaker Console, 

finished in either Walnut or Mahogany, which provides ample 

space ontop for any radio set. The battery shelf beneath will accommo- 

ate all necessary equipment. Equipped with either Moulded Compo- 

sition Horn or 16-inch Cone Loudspeaker. Size: 38 in. ~ 00 
x 18in., and 2@in. high. Price . . ....2, 40 

(West of Rockies, $42.50) , 

To the right is shown the newest Windsor Loudspeaker Console. It is 

equipped with a 22-inch Cone Loudspeaker sad ecbinet suitable for 

; (Pat. Applied For) 7-inch radio anels up to 26 inches in length. Battery shelf provides ample 





space for all equipment. Beautifully finished in either $ 00 
In this Windsor Console alnut or re, Price (without receiving set) . . 44 
is combined both the (West of 1 » $52.00) (Pat. Applied For) 
Windsor Moulded Com- . Write or wire today for details of 
»osition Horn Loudspeaker and the 18- Note to Dealers: the highly profitable Windsor line. Mose — 
in. Windsor Cone Loudspeaker. The — See 


top is 30 in. x 17 in. and stands 29 in. Electrical Department 
high. Plenty of battery and equipment 


space is provided bv lage helt ins WW TNIDSOR FURNITURE COMPANY 
Mahogany or Walnut $4,800 1422 Carroll Avenue . CHICAGO, ILLINOIS 
(West of Rockies, $55) Los Angeles Branch—917 Maple Avenue 
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Steel Set Screw Price Lists 


Compiled for Hardware Age by M. M. Godschalk 


EXPLANATION —List prices are in accordance with latest revision of 1923. Knowing your cost on 
these sizes and knowing the margin you wish to make on screws, you can readily determine a price for 
any desired quantity. For example: On steel set screws, 5 inch in length, 34 inch diameter, let us 
You would find the 1 inch column and run along it until 
you were under the 331% off list discount column, which in this case would be 247—your selling price. 
Should you on the same number have a quantity order, you could quote 40 or 50 off list by the same 
method. List prices are per 100. 


assume that you wish to sell at 3314 off list. 


STEEL SET SCREWS 
(Square Head—U. S. S. Thread) 


STEEL SET SCREWS 
(Square Head—U. S. S. Thread) 



































































































































































































































































































































































































































(3% Inch Diameter. Per 100) (14 Inch Diameter. Per 100) 
| | DISCOUNTS | | DISCOUNTS 
Length | List — oe =] sets ~_ are 
| | 5 | 10 | 20 | 25 | 33% | 40 | 50 | oo | | 5 | 10 | 20 | 25 | 33%] 40 | 50 | © 
4 365 | 347 | 329| 292 274 | 244| 219! 183] 146 | “% 280 | 266 | 252 | 224/| 210| 187| 168| 140| 112 
8 | 370 | 352 | "333 | 296 | 278 247 | 222 J 185 | 148 5% 285 | 271 | 257 | 228| 215 | 190] 171 | 143| 114 
 &~«| «6875 | 359 | 338 | 300 ~2e2 | 250° 225) 188| 150 34 200 | 276 | 261 | 232 218 | 193| 174| 145| 116 
~ % | 400  380/ 360} 320 | 300 | 267 | 240 200 | 160. % 310 | 295) 279/ 248 | 233| 207 | 186| 155 | 124 
1 | 430 | 409 | 387 | 344 | 323) 287] 258| 215 172 | 1 325 | 309 | 293 260 | 245 | 217| 195| 163 130 
1% 480 | 456 | 432) 384 360 320 | 288) 240) 192 | 1% 360 | 342) 324| 288 | 270 | 240| 216 | 180); 144 
1K 525 | 499| 473 | 420| 395| 350] 315 | 263 _ 210 | 114 395 | 376 | 356| 316 | 297 | 264 | 237| 198| 158 
134 590 | 561 | 531 | 472 443, 393| 354 | 205 | 236 | 134 425 | 404 | 383 | 340| 320/| 286 | 255| 213 | 170 
2 | 655 | 623 | 590) 524) 492 | 437 | 393 | 328 | 262 | 2 455 | 432 | 410 | 364 | 342 | 306 | 273 | 228 | 182 
2% | 715 | 680, 644 | 572) 537 | 477 | 420) 358 | 286 | 24 | 480| 456 | 432) 384 | 360 | 320/ 288 | 210| 192 
2% =| 775 | 737 | 698) 620 | 582 | 517 | 465 | 388 _310 | 214 510 | 485 | 459| 408 | 383 | 340| 306 | 255 | 204 
234 810 798 756 672 «630 | 560 | 504 | 420| 336 | 234 535 | 509 | 482/| 428| 402| 357] 321 | 268/| 214 
3 ~~ «| 900) 855) 810) 720 675 | 600540 | 450 | 360 3 565 | 537 | 509| 452 | 424) 377 | 339 | 283 | 226 
STEEL SET SCREWS 
(Square Head—t. S. S. Thread) 
(7/16 Inch Diameter. Per 100) 
game STEEL SET SCREWS 
| vecmmmianaed (Square Head—U. S. S. Thread) 
Length | List J . tele ry ome J | a“ 7 ie (5/16 Inch Diameter. Per 100) 
6 | 535| 509| 482 | 428 402| 357| 321| 263| 214 
——% | 6s | ‘518 | 491 | 436) 409 | 365/| 327/| 273| 218 nec 
a) a! — |__| —__|_ | — . Length | List 
% | 555 | 528 | 500 | 444) 417 | 370 | 333) 278 | 222 5 | 10 | 2 | 25 | 33% | 40 | 50 | 60 
565 | 537} 509| 452 | 424 | 377| 339/ 283| 226 \% 315 | 300 | 284 252| 237] 210/ 189] 158| 126 
1% 615 | 585 | 554 | 492 | 462 | 410 | 369 | 308 | 246 5% 320 | 304 | 288 | 256 | 240| 214| 192] 160| 128 
1% 665 | 632 | 599 | 532 | 500) 444| 399} 333 | 266 34 325 |.309| 293 | 260| 245 | 217/ 195 | 163| 130 
1% | 725, | 689 | 653° 580 | Sa 484 | 435| 373 | 290 % | 340| 323| 306| 272 | 255 | 227 | 204| 170] 136 
2 790 | 751 | 711 | 632 | 593 | 527 | 474 | 395) 316 1 355 | 338 | 320/| 284 | 267 237/ 213| 178] 142 
2M 865 | 822| 779 | 692) 650 | 577] 519| 433| 346 1% 390 | 371 | 351 312/| 293| 260| 234| 195| 156 
214 945 | 898 851 | 756 | 709| 630| 567| 478| 378 1% 420| 399 | 378| 336| 315 | 280| 252| 210| 168 
29% | 1015 | 955| 914 | 812) 761| 677| 609 | 508 | 406 1% 470 | 447 | 423 | 376| 353 313 282| 235| 188 
~ 3 | 1090 | 1036 | 981 | 872| 818 | 727| 654 | 545 | 436 2 520 | 494 | 468 | 416 | 390| 347| 312 | 260| 208 
34 ~=+| 1170 | 1112 | 1053 | 936 | 878 | 780 | 702| 585 | 468 24% | 565| 537 | 509 | 452 | 425| 377| 339| 283 | 226 
3% ‘| 1245 | 1183 | 1121 | 996 | 935 | 830| 747| 623 | 498 214 615 | 585 | 554 | 492| 458! 410| 369 | 308 | 246 
3% | 1325 | 1259 | 1193 | 1060 | 994 | 882 | 795| 663 | 530 2% 660 | 627| 594 | 528| 495 | 440| 396| 330| 264 
4 1400 | 1330 | 1260 | 1120 | 1050 | 933 | 840 | 700} 560 3 710 | 675 | 639 | 568 | 533 | 473 | 426 | 355 | 284 
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Show your customers this close- 


spaced BLUE RIBBON fence 


This close-spaced fabric will turn all poultry, including the smallest 
chicks. Stretches up like regular fence. Needs no top and bottom 
boards. It does not buckle during erection. 


BLUE RIBBON fence is made from copper-bearing steel which 
means it resists rust clear to the core. Then, in addition, an extra- 
heavy zinc protection is applied to the wire by our exclusive pat- 
ented “Galvannealed” process. Because of this new idea in manu- 
facture, BLUE RIBBON will last many years longer than netting, 
besides costing less than netting, erected. 


““Galvannealed” fences are thoroughly well advertised. This, together 
with our circulars, folders, signs, window displays, etc., helps you 
sell this good fence. Let us give you the details. 


Ask your jobber for this “Red Strand” (Galvannealed) Poultry 
Fence. 


KEYSTONE STEEL & WIRE CO., Peoria, II. 


BARS «., 60in. 


**Galvan- 
nealed”’ 


means welding an extra 
heavy coating of zinc on 
the wire by a patented 
heat treating process. 
This, together with cop- 
per-bearing steel, makes 
Blue Ribbon last years 
longer. Red Strand 
f enc e s— including 
“Square Deal,” and 
Monarch brands as well 
as Blue Ribbon are 
made only by Keystone 
Steel & Wire Company. 
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Blue Ribbon... Copper Bearing... Galvannealed ... No Extra Price 


PO a aes a a ee 
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Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTUR- 
ERS ASSOCIATION AND SOUTHERN HARD- 
WARE JOBBERS ASSOCIATION, Memphis 
Tenn., week of May 9, 1927. otel 
headquarters, New Peabody Hotel, 
Memphis. Charles F. Rockwell, secre- 
tary-treasurer, 342 Madison Avenue, 
New York City. 

ARKANSAS RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Little Rock, May, 
wt L. P. Biggs, secretary, Little 


CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Sacramento Memo- 
rial Auditorium, Feb. 15, 16, 17, 18, 
1927. Hotel headquarters, The Sena- 
tor. Le Roy Smith, secretary, 112 
Market Street, San Francisco. 


HARDWARE ASSOCIATION OF THE CAR- 
OLINAS and VIRGINIA RETAIL HARDWARE 
ASSOCIATION JOINT CONVENTION at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier, Arthur 
R. Craig, secretary-treasurer, 804-806 
Commercial Bank Building, Charlotte, 
N.C. 


CONNECTICUT HARDWARE ASSOCIA- 
TION CONVENTION, New Haven, Feb. 2, 
3, 1927. Headquarters, Hotel Taft. 
Henry S. Hitchcock, secretary, Wood- 
—_. Nutmeggers “Night Before,” 

ep. i. 


IDAHO RETAIL HARDWARE AND Im- 
PLEMENT DEALERS’ ASSOCIATION CON- 
VENTION, Boise, Jan. 26, 27, 1927. E. E. 
Lucas, secretary, Hutton Building, 
Spokane, Wash. 


ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, Feb. 15, 16, 
17, 1927. Leon D. Nish, secretary- 
treasurer, Elgin, III. 

INDIANA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Claypool Hotel, In- 
dianapolis. Exhibition at Cadle Taber- 
nacle, Jan. 24, 25, 26, 27, 1927. G. F. 
Sheely, secretary-treasurer, 911-913 
Meyer Kiser Bank Building, Indian- 
apolis, Ind. 

IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION, Hotel Savery, Des Moines. 
Exhibition at Des Moines Coliseum, 
Feb. 8, 9, 10, 11, 1927. A. R. Sale, 
secretary, Mason City. 


KENTUCKY HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, Jefferson County Armory, 
Louisville, Feb. 1, 2, 3, 4, 1927. J. M. 
Stone, secretary-treasurer, 202 Repub- 
lic Building, Louisville. 

LOUISIANA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, New Iberia, June 6, 7, 8, 
1927. Guy Nason, secretary-treasurer, 
Columbus, Miss. 

MICHIGAN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Mich., Feb. 8, 9, 10, 11, 
1927. Arthur J. Scott, secretary, 


Marine City. K. S. Judson, 248 Morris 








Avenue, Grand Rapids, exhibit man- 
ager. 

MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Auditorium, St. 
Paul, Feb. 15, 16, 17, 18, 1927. Charles 
H. Casey, manager-treasurer, Nicollet 
Avenue and 24th Street, Minneapolis. 


MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, White House, Biloxi, 
June 13, 14, 15, 1927. Guy Nason, sec- 
retary, Columbus. 


MISSOURI RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Hotel Statler, St. Louis, Mo., Jan. 24, 
25, 26, 1927. F. X. Becherer, secre- 
tary, 5106 North Broadway, St.. Louis. 

MONTANA IMPLEMENT AND HARD- 
WARE ASSOCIATION CONVENTION, North- 
ern Hotel, Billings, Feb. 24, 25, 26, 
1927. A. C. Talmage, secretary-treas- 
urer, Bozeman. 

MOUNTAIN STATES HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Denver, Colo., Jan. 18, 19, 20, 1927. 
W. W. McAllister, secretary, P. O. Box 
513, Boulder, Colo. 

NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONGRESS, Mackinac Island, 
Mich., June 27, 28, 29, 30, 1927. H. P. 
Sheets, secretary-treasurer, 130 E. 
Washington St., Indianapolis, Ind. 

NEBRASKA RETAIL HARDWARE CON- 
VENTION AND EXPOSITION, University 
Coliseum, Lincoln, Feb. 1, 2, 3, 4, 
1927. Headquarters, Cornhusker Hotel. 
George H. Dietz, seccetary-treasurer, 
414-419 Little Building, Lincoln. 

NEW ENGLAND HARDWARE DEALERS 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics Building, Boston, Feb. 
22, 23, 24, 1927. George A. Fiel, secre- 
tary, 80 Federal St., Boston 9, Mass. 

NEw YORK STATE RETAIL HARDWARE 
ASSOCIATION, INC., CONVENTION, Ten 
Eyck Hotel, Albany. Exhibition at 
State Armory, Feb. 8, 9, 10, 11, 1927. 
John B. Foley, secretary, City Bank 
Building, Syracuse. 

NORTH DAKOTA RETAIL. HARDWARE 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Grand Forks, Feb. 8, 9, 10, 1927. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 15, 16, 17, 18, 1927. James B. 
Carson, secretary, 411 Mutual Home 
Building, Dayton. 

OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ma- 
sonic Temple, Oklahoma City, Jan. 25, 
26, 27, 1927. Charles L. Unger, secre- 
tary-treasurer, 207-208 Bloomfield 
Building, Oklahoma City. 

OREGON RETAIL HARDWARE AND IM- 
PLEMENT DEALERS’ ASSOCIATION CON- 
VENTION, Portland, Feb. 8, 9, 10, 1927. 
E. FE. Lucas, secretary, Hutton Build- 
ing. Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION. 





Spokane, Wash., Feb. 2, 3, 4, 1927. 
E. E. Lucas, secretary, Hutton Build- 
ing, Spokane, Wash. 

PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., some time in May, 1927, 
exact dates to be announced later. 
C. L. Thompson, secretary-treasurer, 
Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Commer- 
cial Museum, Philadelphia, Feb. 14, 15, 
16, 17, 18, 1927. Sharon E. Jones, sec- 
retary, 604 Wesley Building, Philadel- 
phia. 

SOUTHERN CALIFORNIA RETAIL HARD- 
WARE ASSOCIATION CONVENTION, Am- 
bassador Hotel, Los Angeles, Cal., Feb. 
22, 23, 24, 1927. H. L. Boyd, secretary- 
treasurer, 618 Hellman Bank Building, 
Los Angeles, Cal. 

SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION AND AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION, Mem- 
phis, Tenn., week of May 9, 1927. Ho- 
tel headquarters, New Peabody Hotel, 
Memphis. John Donnan, secretary- 
treasurer, Richmond, Va. 

SouTH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION, Coliseum, 
Sioux Falls, Feb. 22, 23, 24, 1927. 
Chas. H. Casey, manager-treasurer, 
Nicollet Avenue and 24th Street, Min- 
neapolis. 

SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, COM- 
POSED OF ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE CONVENTION AND Ex- 
HIBITION, Jacksonville, Fla., April 19, 
20, 21, 1927. Walter Harlan, secre- 
tary, 701 Grand Theater Building, At- 
lanta, Ga. 

TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
18, 19, 20, 1927. Dan Scoates, secre- 
tary-treasurer, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIA- 
TION will hold a joint convention with 
the Carolinas Association at Virginia 
Beach, Va., June 7, 8, 9, 1927. Head- 
quarters, Hotel Cavalier. Thomas B. 
Howell, secretary, 301 E. Grace St., 
Richmond. 

WESTERN RETAIL IMPLEMENT AND 
HARDWARE ASSOCIATION CONVENTION, 
Missouri Theater, Kansas City, Mo., 
Jan. 18, 19, 20, 1927. Headquarters, 
Coates House. H. J. Hodge, secretary. 
Abilene, Kan. 

WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Parkersburg, Jan. 18, 19, 20, 21, 1927. 
James B. Carson, secretary, 411 Mu- 
tual Home Building, Dayton, Ohio. 

WISCONSIN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Auditorium, Milwaukee, Feb. 1, 2, 3, 4, 
1927. George W. Kornely, 1476 Green 
Bay Avenue, Milwaukee, is exhibit 
manager. P. J. Jacobs, secretary- 
treasurer, Stevens Point. 























January 6, 1927 









HARDWARE AGE 















































—_— ——————— 


yt, ll 
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Buyers 


"ARMSTRONG 


RATCHET ‘DRILLS — 
DROP FORGED © 
- WRENCHES 
QUALITY GUARANTEED 
SRE PAGE 741 THIS CATALOG 
_ ARMSTRONG BROS. TOOL CO. Gacico min US A 




















hyAkes quickly accessible list- 
ing information contained in 
thousands of manufacturers’ cata- 
logs, and shows at a glance sources 
of supply covering hardware and 


kindred products. 


Nearly 400 manufacturers realizing 
the importance of this help to hard- 
ware buyers have placed illustrated 
catalog information of their prod- 
ucts near their product listings. 

This makes for the greater con- 
venience of hardware buyers, over 
10,000 having been quick to express 
appreciation of this buying service. 


Master Ke 


CATALOG OF THE HARDWARE TRADE 





They regard it as a real contribution 
to the hardware trade. The “Master 
Key” Catalog opens up new ways 
to greater convenience, time sav- 
ing and business creating possibili- 
ties both to hardware buyers and to 
manufacturers. 


Are you Unlocking the Door of Opportunity with it? 


HARDWARE BUYERS CATALO 





239 WEST 39th ST. 
NEW YORK 
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They Want It the Minute They See It 


You can hardly call an Offset Screw Driver an absolute necessity. But it is a too! 
that when it’s needed, it’s needed mighty badly. That’s why they are selling so 
briskly from this attractive counter card. The minute a mechanic sees it, it reminds 
him of the dozens of times it-would have paid for itself over and over again. 


“The Handiest Screw Driver You Ever Owned” 


is no exaggeration. Besides reaching screws that are impossible to get at with the 
ordinary screw driver, they give ample power to start obstinate and frozen screws 
and put the final set on the big boys. It has hundreds of uses. 


Reorders for this display are coming in already. Every display produces twelve 
additional sales that you will lose without it. Add one to your next order. 


No. 797 Counter Display of 12 Offset Screw Drivers, List $5.40. 


GOODELL-PRATT COMPANY 


Loolumiths 


GREENFIELD, MASSACHUSETTS, U.S. A. 


GOODELL-PRATT 


___ 1500 GOOD TOOLS 
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Torrington, Conn., Has a Live Hardware Store 


Toy and radio fairs, tool demonstrations and golf school among 


Py 


store’s attractions. 


KD LYFORD is always doing something pretty 

good. His latest success was a week devoted to 

the exhibition and demonstration of tools, paints, 
camp cook stoves, and kitchen utensils. The main demon- 
stration was aimed mainly at the carpenters. The kitchen 
utensils specials were to attract the wives of those who 
attended the tool demonstrations. 

Several manufacturers were invited to send repre- 
sentatives and special carpenters’ equipment to the 
L.yford Hardware-Sporting Goods Co. store at Torring- 
ton, Conn. A _ special window display showing these 
lines was made up in advance of the exhibition week. 

Newspaper advertisements, mailed cards, store show 
cards and personal calls were combined to invite car- 
penters, mechanics and others to attend the store exhibit 
on the second floor. 

A saw manufacturer's representative played music on 
a saw at the several meetings, explained the proper 
using a saw and keeping a 
The same man, through Ted’s 


method of selecting a saw, 
saw in good condition. 


efforts had the opportunity to play music before more 
than 5000 school children, a stunt which gave the Lyford 
store and demonstration a good publicity. 

More than 4000 sample cans of paint were given away 
at the paint display. The paint manufacturer’s repre- 
sentative painted slabs with special brushes, stippled 
boards and gave a general explanation on paints. He 
invited questions and offered his expert service to help 
solve any local paint problems. 

Special invitation cards were sent to all carpenters 
listed with the local unions. The women folks were 
invited to attend cooking demonstrations which included 
the use of the proper kitchen utensils, such as cooking 
equipment, mixing bowls and the like. 

Ted Lyford tells us that the Saturday of the demon- 
stration week was one of the biggest spring selling days 
the firm has ever experienced. In the past Ted has 
conducted his own toy fair, radio fair, paint demonstra- 
tions, golf schools and kindred special stunts to attract 
attention to the store and its wares and services. 















Above: The excellent win- 
dow display of the Lyford 
Hardware-Sporting Goods 
Co. Below: Tool demon- 
stration in the Lyford store. 
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Display of Tools by Davis-Hunt-Collister Company, of Cleveland, Ohio 
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This New Display will 


heip you sell Electric Drills 


Every hardware dealer now selling Millers Falls hand and breast 
drills can sell Millers Falls Electric Drill No. 414. Sales and re- 
peat orders since its introduction last May show that there is a 
profitable market for this tool. 

You can stimulate sales by using the attractively colored 
metal display shown above. It is furnished free with every initial 
order for one or more electric drills. Get it and put it on a 
counter or in your window. You will find that demonstration of 
the utility and high quality of this drill will result in sales. 

We welcome the most thorough test of this electric drill. 
Sixty years of tool making are behind it and years of use are built 
into it. It is sturdy, well balanced, easy to use, and easy to take 
care of. Your customers will respond to your efforts to sell it. 


MILLERS FALLS COMPANY ~- MILLERS FALLS, MASS. 
NEW YORK, 28 WARREN STREET + CHICAGO, 9 SOUTH CLINTON STREET 


MILLERS FALLS 





* 


Specifications 
Portable 
Electric Drill 


No. 414 


MOTOR - Universal—operates on D.C., 
or on A.C., up to 60 cycles. SPEED - No 
load 1800 RPM 1.2 Amps. CAPACITY 
o-% in. in steel, o-°% im. im cast iron, 
o-*% in. in wood. 
Furnished for 110 or 220 volts. 
Jacobs heavy duty chuck. 

Heat treated alloy steel gears. 

Ball thrust bearing on spindle. 
Armature mounted on high grade ball 
bearings. 

Automatic switch mounted on handle. 
Armored attachment plug. 
Aluminum housing efficiently ventilated. 
Pig-tail brushes {not usually found in 
drills of this size}. Easily replaced from 
outside without taking tool apart. 
Grease lubrication throughout. 

8 feet best quality rubber covered cord 
furnished. 

Spindle offset for close boring—'% in. 
from outside of housing. 

Weight 5‘ lbs. net. 

Overall length 12 in. 

Packed one in a heavy corrugated box. 


PRICE + 110 Volts, $30.00. 
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Carborundum 
Knife 
Sharpener 








One of the many popular Car- 
borundum products is the Car- 
borundum Knife Sharpener. 


Sell it to the householder for 
putting a quick, keen edge on 
carving, kitchen and paring 
knives, 


Sell it to the hotels, cafes and 
restaurants where they need it 
for keeping carving tools fit. 


Show the Carborundum Knife 
Sharpener in your window 
along with display of cutlery— 
.we will be glad to help you 
make an effective showing with 
our special display features. 





Carborundum 


Reg. U. 8. Pat. Off. 


Sharpening Stones 
complete the 
tool kit. 


For all edge tools 





THE CARBORUNDUM COMPANY, Niacara Fa ts, N. Y. 
Carborundum is the Registered Trade Name XQ 


used by The Carborundum Company for Sili- . SaLes Orrices aND WAREHOUSES IN New York, Chicago, Boston, Philadelphia, Cleveland, 
con Carbide. This Trade Mark is the exclu. | ~““\. : _. : : : : 
ici thy an arte en Detroit, Cincinnati, Pittsburgh, Grand Rapids, Milwaukee 

The Carborundum Co., Ltd., Manchester, Eng. 
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CUTLERY 











MERCHANDISING IDEAS 


NEW ITEMS 








Two New Genco Carvers on 


the Market 


Two new sizes in Genco No. 45 
Utility Carver (Stainless) are the 
latest additions to the line of house- 
hold knives made by the Geneva Cut- 
lery Corporation, Geneva, N. Y. The 








8% in. carver has been on the market 
for several months. The new sizes are 
6 in. and 7% in. 

No. 45 “7% and 8%” are sold in at- 
tractive individual boxes and _ should 
appeal to the customer who is looking 
for gifts as well as to the one whe 
wants a sturdy, well-made tool for 
kitchen use. 

Butcher knives of stainless steel, in 
three sizes, will be added to the 
Genco line this month, and other 
knives will be produced at short inter- 
vals throughout the year. 








Customers Should Under- 
stand the Care of Pocket 
Knives—Instruct Them 


To avoid misunderstandings which 
may arise when a customer brings back 
a pocket knife which he has abused, the 
hardware dealers and his retail sales- 
men should offer the buyer some worth 
while instruction on the care of pocket 
knives. Through the courtesy of the 
Schrade Cutlery Co., Walden, N. Y., 
we quote from their catalog the fol- 
lowing: 

It is the duty of every dealer or 
salesman who sells a pocket knife, to 
advise the purchaser in the care that 
it should have. If the following points 
are briefly impressed, it will insure 
long life to the knife, avoid abuse of 
the same and rarely will a customer 
be dissatisfied. 


To Sharpen 


Use a good oil stone or whetting 
hone, one that is medium fine is best. 
It is important to hold the blade at a 
slight angle to the face of the stone, 
about 20° is right, so a slight bevel 
along the cutting edge will be produced, 
the same as you will find on the blade 
when it is new. The operation of 





sharpening should be to draw the blade 
against the cutting edge from heel to 
point. A few drops of kerosene or 
“3 in 1” oil on the sharpening stone 
will help produce a scientific cutting 
edge. Under no circumstance should 
a rough stone or dry grinding wheel 
be used, as it will spoil the cutting 
edge. Do not lay the blade flat on the 
stone as it will produce a thin razor- 
like edge and not the one required for 
a pocket knife. 


General Care 


A pocket knife, like any machine, re- 
quires lubrication, therefore oil the 
joints. A drop of good oil in each 
joint of a knife occasionally is abso- 
lutely necessary for smooth operation, 
especially in the more delicate knives 
such as the lobster patterns, which 
have split springs, and the blades of 
which are on both sides. Pearl handle 
knives should not be used for rough, 
heavy work, especially the shadow and 
tip patterns, in which knives the rivets 
of the blades go through the pearl 
scales which are easily broken, but if 
properly used the pear! scales will not 
break. 

Rust 


Many pocket knives are ruined by 
allowing them to become badly rusted 
on the inside. This can be avoided by 
an occasional cleaning with an oiled 
cloth or chamois skin, the same as a 
gun is kept in good condition. Mois- 
ture is the principal cause of the rust, 
therefore all dealers located at, or near, 
the seashore or in the South where 
the climate is damp and humid at 
times, should emphasize the necessity 
of preventing rust. If the above sug- 
gestions are followed a good pocket 
knife will give long and satisfying 
service. 

Important to Dealers 


At times the loss of sales in retail 
stores results from the lack of knowl- 
edge of what constitutes a defective 
knife. “Arguments with customers 
are not advocated” but a knife that has 
been abused by the owner, through 
improper sharpening, rough usage, 
lack of oil on the joints, badly rusted 
knives, or knives that are worn out, 
should not be exchanged. The loss of 
a sale means the loss of profit and 
by a reasonable explanation a customer 
can be convinced that he should buy a 
new knife. We know of no other line 
where the guarantee is abused to the 
same extent as in pocket knives. Worn- 
out pocket knives should not be re- 
turned to the factory for repair. Sell 
the owner of the old knife a new one. 








Goodell Bulletin Features 
Wide Line of Cutlery 


Goodell Co., Antrim, N. H., manufac- 
turers of cutlery and hardware special- 
ties has issued the Goodell Bulletin, 
featuring table knives, and forks, 
butcher knives, boning, sticking and 
skinning knives, hunting’ knives, 
butcher steels, putty knives, and mis- 
cellaneous items kindred to these lines. 
The Goodell Bulletin is well illustrated. 
Descriptions are complete and clear. 
The items shown are finished in carbon 
and stainless steel. 





Flylock Automatic Outdoor 
Knives of Stainless Steel 


The Flylock Knife Company, Inc., 
106-110 Lafayette Street, New York, 
is now beginning to market a new 
pattern Stainless Steel Outdoor Knife 
No. 11005—Flylock Outdoor Safety 





Knife for fishermen, hunters, trappers, 
campers, tourists and outdoor men and 
boys. 

The full length of the knife open is 
8% in., blade length 3% in. and 
length closed 5 in. 

By the single, simple operation of 
pressing and sliding the button with 
one hand (even a gloved hand) the 
blade automatically flies open and locks 
in position. The blade locks securely 
closed and cannot accidentally open in 
the pocket. 

The blade is correctly shaped for 
sticking, skinning or for slicing bacon, 
cutting kindling wood or cutting down 
sapling and the many all-round cutting 
jobs which are of daily occurrence in 
camp and outdoors. 

The back of the blade as shown in 
the illustration is serrated or cut for 
scaling fish. 

A hole is drilld through the butt end 
of the handle through which a leather 
thong or stout leather shoe lace may be 
passed for attaching to the belt. 


. es 
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SING § floor 

space about 

three feet wide and 

twelve feet long, 

- | E. M. Bush Hard- 

~% gas ware Co., Evans- 

e e e @ one eo .) os 7 ae e ee ie ville, Ind., have 

Ij ? 7 | : this attractive cut- 

{ Be Fh Mo. LL, Hi lery department. 

ie oe ou The top ridge is 

‘ ig Th e\« narrow, about four 

inches wide, and 

provides’ display 

space for alarm 

clocks and thermos 

bottles. The dis- 

play panels on the 

side being inclined 

offer a good sample 
board space. 


¢, 
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UERGENS Hardware 
«? Store in Terre Haute. 
Ind., has one odd shaped 
small window which pre- 
sents some display difficul- 
ties. This array of scissors 
and shears fits into the 
picture very nicely. The 
window is at the corner of 
the store. Note that each 
item has a price card with 
stock number and _ size 

plainly indicated. 


HEN you enter the store of the Fitchburg Hardware Co., Fitchburg, Mass., the first greeting you receive comes 

from this very complete cutlery department. Up front because it is one of the most attractive sections in the 

store. The pillar just behind the horseshoe case provides a fine place for razor strops, and the cabinet which -contains 
all popular makes of razor blades. 
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ANNOUNCING 


two new sizes 
GENCO No. 45 


Stainless 

Utility 

Carver 
6” and 7” 


Just like the 
popular 81.” 









Beautiful 
knives that 






CUT and 4 \ except for 
kee pt heir ANS \ size and price. 
original keen . \ 
edgé. \ 
\ 
Ls 


Cocobola handies. In- 
dividual cartons on 
814” and 714”. 


Buy from Wholesaler 


Made by 


Geneva Cutlery Corp. 
Geneva, N. Y. 
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Sanitary Aluminum Handle Cutlery 











Cross-section of handle, showing heavy sheet aluminum 
shell compressed over cork filler. Double locked under 
heavy pressure. Handle cannot loosen. 











No. 3547—Slicer—7-inch Stainless blade. 





No. 3567S—Butcher—7-inch Stainless blade. 


Sharp aswellas Stainless 


Order from your Jobber 


THE ONTARIO KNIFE COMPANY 
Franklinville, New York 
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NU 
Sells on Sight 


. 
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FINE QUALITY AND FINISH 


MADE /NPOPULAR $/ZES 
and the 


O y ° MT 


A CARDED ASSORTMENT OF Oval’ 
SHEARS. A STANDARD NUMBER 


No. f?7! 


MS 
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PATTERN MAKERS KNIVES 


_ Robert Murphy’s Sons Co. 





MANUAL TRAINING 
and SLOYD KNIVES 


Eight Different 
Styles and Sizes 
That Stay Sharp 


. Using only the best 
crucible steel and 
expert craftsmanship 
has maintained the 


% leadership of Murphy 


Send for quality for over 
Catalogue seventy-six years. 
of 


SHOE KNIVES 
SLOYD KNIVES 
OYSTER KNIVES 
RUBBER KNIVES 
KITCHEN KNIVES 

RUNING KNIVES 
PAPER-HANGERS KNIVES 


AND HANDLES 








ESTABLISHED 1850 
Ayer, Mass. 
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LAMSON @ 


Dinner Set Combination 


This fifteen piece Combination Gift Set is the 
last word in Stainless Steel Cutlery. The pleas- 
ing Grain Celluloid Handles, the sturdy Forged 
Solsters and Blades and the beautiful finish make 
an irresistible appeal in its attractive lined setting. 
Many other styles. 


Ask your Jobber to supply you. 


LAMSON & 
GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 


New York Office—36 Warren St. 


Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg. 














CHRADE S)AFETY 
Push Button Knife 


No Breaki 
to Brealting of 


<<, Safety 
Lock 


Sure to seli on sight. 
Absolutely safe in pocket and in use 
or convenience you can't beat it 
Easily operated with one hand. 
- The safet} slide locks the button. 


‘4 , 
Tine To ae belelacmmtemncs MC Zt Peles han he 
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Schrade Cutlery Co. 
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Putting the Cutlery Department in 
Window Helps Sales 


UNCAN & GOODELL CO., Worcester, Mass., 

nearly put the cutlery department in the window 

recently. This effective display covered more than 
three hundred regular items from the cutlery depart- 
ment, each article was wired on the sample boards. Each 
had a small tag bearing the price, stock number and size. 
The display boards were of % in. pine 12 in. by 20 in. 
and were covered with dark green plush paper. 





Display manager M. W. Haynes, Duncan & Goodell Co., Wor- 
cester, Mass., made this display in a window two feet deep. 
Three hundred cutlery items are shown. 


This display was very effective as sales stimulator 
and was on view for several weeks. The window itself 
is only 2 ft. deep so that even the smallest articles shown 
were visible from the outside. 

The cotnpleteness of this display showing as it does 
a wide range of good looking useful cutlery items told 
the story of the firm’s cutlery department stock in a 
very graphic way. 

M. W. Haynes, display manager for Duncan & Goodell 
Co. says “It is hard to determine exactly how much 
business this particular window display pulled in, but it 
did increase our cutlery business considerably and was 
well worth the time and effort spent on it.” 

In making this cutlery display Mr. Haynes included 
alarm clocks, thermometers, flashlights, wrist watches 
and several other incidental specialties which may not be 
considered as cutlery yet fit in very nicely with the aver- 
age hardware store’s cutlery stock and enable that de- 
partment to spruce up. Cutlery itself is very attractive 
and the addition of these specialties just adds so much 
more to the effectiveness of the department and window 
displays featuring these lines. 

If your store has a small window this display by Mr. 
Haynes should help solve the problem of making a good 
display. The sample boards enable you to show many 
items in the small space. - 


«Sales 
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A New Store Every Week 
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A little store with all the elements for success, The M & V hard- 
ware tries odd experiments. 


hardware store at 5238 Gravious Street, St. Louis, 

Mo. Neither had hardware experience or even a 
fundamental knowledge of retailing. Each held a good 
office position but knew only the clerical work necessary 
for business operation. The store in St. Louis’s grow- 
ing south end was an average place. Edwin H. Maichel 
and Morris Vueglsteke were the two boys. Their names 
were difficult to remember so they labeled the store the 
M & V Hardware Co. 

Having no preconceived notions about what can’t be 
done or shouldn’t be done in a hardware store these 
boys began a most interesting experiment. They tried 
new lines, watched the sales and governed future pur- 
chases in these lines accordingly. They rearranged the 
store every week. They wanted people to become ac- 
customed to buying at the M & V store but didn’t want 
them to become accustomed to the store layout. 

If the jobbers offered new items M & V showed them. 
If they were good sellers they stayed on the books. 
If not they did not. Practically every item handled is 
displayed. The store is not a model for layout or display 
methods but these boys are surely on the right track. 
Windows are changed every week. Every item bears a 
visible price tag. The store is kept clean, even though 
badly crowded. When we asked permission to take a 
picture both boys laughed and said, “We have a new 
store almost every day. Some day we will have the 
right store, then watch our smoke. We buy nearly 
everything from jobbers, carry light stocks and enjoy 
the best possible turnover on our merchandise. We 
carry some toys all year, electrical appliances, electrical 


F IVE years ago two ambitious boys bought a small 


sundries, a full line of paints, a good assortment of 
housefurnishings, belong to the local and State associa- 
tions, attend meetings and conventions, read our trade 
papers and are determined to learn this fascinating busi- 
ness. 

3oth partners attend nearly all meetings of the St. 
Louis Retail Hardware Association, and are very frank 
in saying that much of their education comes from such 
contacts with fellow hardware men. F. X. Becherer, 
the genial and efficient secretary of the Missouri State 
association, told us about these boys and their store. 
He is very much interested in their progress and has 
been a big help to them in many ways. 

They are ardent trade paper readers and students, and 
adapt the ideas used by other dealers. In fact, these 
boys tap every available source for information which 
will help them better their business. 

The M & V store manages to have a fairly clear 
aisle in spite of all the crowding. In good weather a 
few seasonable items are shown on the sidewalk di- 
rectly in front of the windows. 

Whenever the south side of St. Louis has a cele- 
bration or event of any kind you will always find the 
M & V Hardware Store up front with the active mer- 
chants. They want to be identified as live ones, and 
they sure are. 

They are two smiling boys and we predict a good fu- 
ture for the M & V Hardware Store. Some day it 
will be one of St. Louis’ front rank hardware stores. 
It is located approximately five miles from the center of 
the town. 
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Of course, if you want 
to risk your neck playing 
human fly up the shelv- 
ing; risk your customers’ 
good will while you drag 
in the old step ladder; 
risk lost sales while you 
hunt around for the grappling hook— 
that’s your business. There’s nothing 
to stop you. 


Other fellows, though, are sliding 
along to faster sales and bigger profits 
on Reliable Rolling Ladders-—those 
good looking, long lasting store fix- 
tures you can find in better business 
houses all over this grand old U.S.A. 


They cost so little and earn so much 
we often wonder why every store isn’t 
“Reliable-y” equipped. 


Costs nothing to find out how good 
they are. Write for catalog that tells 
how they are made, what they do, how 
fair they are priced. 


Allith-Prouty Company 


Danville Illinois 


Manufacturers of 


Door Hangers Overhead Carriers Fire Door Hardware 
Spring Hinges Garage Door Hardware Rolling Ladders 


Allith-Prouty 
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An American Character Study 


(Continued from page 43) 


at heart at all times the best interests of your customer. 
You can do this and still have the interests of the house 
equally at heart because the interests of the house and 
of the customer, in the long run, are the same. If you 
sell your customer a lot of goods he can not sell, you 
haven’t done him any good and you haven’t done your 
house any good. Another point a salesman should never 
forget is his contacts with retail clerks. He should be 
friendly with the clerks.” 

Then Reierson made comments in regard to a certain 
class of modern salesmen that are worth studying and 
thinking about. Here is what he said to me: “Reming- 
ton traveled specialty men. The jobbers’ salesmen owned 
the automobiles they traveled in, but the house allowed 
them so much per mile. Now, if a specialty salesman 
went to join one of those fellows—not all, but many, 
want to charge him # or $5 per day for hauling him 
around, though he is there to sell goods for them. Some 
of these regular jobbers’ salesmen are more interested in 
running a jitney service than they are in selling hardware. 
They will take one, two or three specialty salesmen with 
them and charge each one $4 or $5 per day. Why, 
they're making more out of running an automobile 
than they are out of selling hardware! Just before I 
left Remington, I wrote one of our customers down in 
Texas that one of our cutlery salesmen had just about 
passed up his house because he said that this man’s 
salesmen were more interested in getting a jitney fee out 
of him than they were in selling cutlery. 

“T ask the hardware jobbers—‘Why don’t you sell more 
cutlery?’ The answer is—‘We can’t get our salesmen 
to carry samples.’ I reply—‘Who’s running your busi- 
ness—you or your salesmen?’ Again the answer is— 
‘Well, if we send them samples, they won’t carry them.’ 
What would have happened in your time and mine if 
salesmen didn’t carry samples of cutlery? 

“Too many of our modern salesmen are working too 
fast. They are satisfied with little orders. They do 
not put their heads into their work. They do not turn 
through the pages of their catalogues and sell a customer 
all that he needs. They are in too great a hurry to 
get away. They do not take the nice, long orders that 
the veteran salesmen took in the good old days.”’ 

Then Reierson told me about some of the times when 
yellow fever broke out in the southern territories. Shot- 
gun quarantines were established. Salesmen could not 
travel. Southern salesmen were transferred to northern 
routes. A salesman from Texas, being transferred to 
Indiana, was very much surprised at the manner in 
which Indiana salesmen sell goods. At that time, trans- 
portation in Texas was slow. There were only a few 
trains. Salesmen stayed with a customer all day. Now. 
imagine one of these salesmen being transferred to In- 
diana where, on account of the trolley systems, he could 
leave town any moment! The splendid transportation 
system of Indiana and other northern States has re- 
sulted in many more visits on the part of salesmen— 
short visits—and little orders. It has already led to 
many jobbers’ salesmen discarding samples. They can 
not travel so fast with samples. The jobbers’ salesman 
does not know it, but when he discarded samples, he 
simply turned the most profitable class of business over 
to specialty salesmen representing manufacturers selling 
direct to the retail trade who do carry samples. 

Another interesting part of my reminiscing with 
Reierson was the discussion of the days out West when 
there were floods. A swollen river did not stop a sales- 
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man in his effort to cover his territory. They attempted 
with their teams (these were the days before automo- 
biles) to ford a river. It was a common thing to have 
the teams drowned and to have a hardware salesman 
lose his catalogue and all of his samples. Frequently 
he was lucky to swim out of the river and escape with 
his life. All this was just in the day’s work! 

Space, however, forbids my telling all of the inter- 
esting stories that Reierson repeated of the old days. 
This first-hand experience of his in selling the retail 
trade was of immense value to him in the greater field 
of work that came to him later. 

I did ask Reierson to tell me about the hardest sale 
he ever made and his reply is worth while. You know, 
it is a standing joke among salesmen that the hardest 
man to sell is an ex- traveling salesman. They always 
know it all! They are never easy. The hardest stock 
that Reierson ever sold was to three ex-hardware sales- 
men—John Mitchell, who had traveled for The Sim- 
mons Hardware Company; Gilbert Logue, who had 
traveled for The Norvell-Shapleigh Hardware Company. 
and Bob Brannon, who had traveled for The Belknap 
Hardware Company. These three worthies formed a 
partnership and decided to buy an opening stock of 
hardware for Nashville, Tenn., Reierson sold the bill, 
but he states, with a smile and a twinkle of the eye, that 
it was the hardest job he ever tackled in his life. The 
order, however, was a beautiful one, amounting to over 
$12,000. 

Then he told of another stock that he sold in At- 
lanta, Ga. This was to The Yancey Hardware Company. 
There was a regular convention of traveling salesmen 
on hand, trying to sell this stock! Reierson was then 
sales manager of The Simmons Hardware Company in 
St. Louis. The Simmons Hardware Company’s sales- 
man called him on the telephone and said he needed 
help—to come down at once. Reierson found the sales- 
men had almost worn Yancey out. Reierson went to 
the home of Mr. Yancey and met Mrs. Yancey. 
mediately grasped the fact that Yancey was almost a 
nervous wreck, so he did not talk business at all. He 
told Mr. Yancey that what he needed was a good night’s 
sleep. Mrs. Yancey agreed with him. He made an 
engagement with Mr. Yancey for the next morning at 
9 a. m. at his hotel, and both Mr. and Mrs. Yancey 
turned out promptly on time. The end of their con- 
ference was that Reierson took Mr. and Mrs. Yancey to 
St. Louis on the next train. He left the hardware con- 
vention, consisting of his competitors, sitting around 
the hotel lobbies. They did not wake up to what had 
happened until Mr. Yancey and his wife, with Reierson, 
were on their way to St. Louis! Reierson tells me that 
Mrs. Yancey helped him sell this stock. “Never forget 
the ladies when you are selling!”—he observed. This 
was another $12,000 order. 

(To Be Continued) 





The pessimist quotes failures to prove that things 
can’t be done; the optimist reviews successes to convince 
himself that things can be done; the actionist takes it 
for granted that things can be done and does them. 





Business conferences are usually called to discuss three 
things : How to increase sales ; how to decrease overhead 
expense, and how to make a larger net profit. 

The subjects usually discussed are: “Yesterday’s golf 
score ;:” “the best make of car,” 
a drink ?” 


and “where can I get 
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Your Dealer has them 


Whenever you requisition pipe-fitting tools be sure of two things 
titst—TWhat your dealer is given the requisition. 
cond—That Genuine Armstrong Tools are specihed 
Th ft asses you of omplete satisfaction and wrumed at 
arantees that you 
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Pipe Threading 


Armstrong Tools 
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A typical Armstrong Advertisement 


Where Stock Means Sales 


ARMSTRONG advertising to mechanics 
has always directed them to buy from 
their dealer. 








The importance, therefore, of keeping 
stocked cannot be emphasized _ too 
strongly. 


What does it profit you if our advertising 
sends a hundred customers to your store, 
unless you have GENUINE ARM- 
STRONG Pipe Tools in stock to meet 
their demands? 


The usual reply, “Sorry, we’re just out of 
them!’’ never spelled profits and never 
will. 


Each year for sixty years GENUINE 
ARMSTRONG Pipe Tools have gained 


in popularity and sales because they 
“Live up” to every claim. 


Why not keep stocked and supply the de- 
mand when ARMSTRONG advertising 
keeps telling mechanics: “Your dealer 
has them.” 


Please order from your Jobber—he is en- 
titled to your business. 


ihe ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 





jf} New York Office: 181 Lafayette St. 


ARM 1S TRONG’ 


STOCKS , DIES gt wre STEAM 
TOOLS AND THREAD ING wae 
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Are You a “Buyer” or “Seller” of Hardware? 


Some straight from the shoulder talk by a traveling salesman 
which will be helpful if heeded 


EDITOR’S NOTE: IWVritten by a prominent castern salesman, 
who has sucessfully sold himse lf and his line to leading hardware 
merchants in his territory for more than twenty years, this con- 
tribution is worthy of earnest attention by retail hardware men 
and their associates. For obvious reasons the writer's name is 
withheld. He has been a district sales executive for nearly ten 
years. Prominent officials in retail associations consider this 
writer-salesman an outstanding friend and helper of hardware 
dealers. He speaks without malice, without an axe to grind and 
w — as he does with a sincere desire to further better hardware 
retaiiing. 


FTER having been a “knight of the grip” for some 
fifteen years, I have gradually seen a disease 
spreading among hardware dealers which is eat- 

ing at the roots of their business, namely, not being on 
hand to open up every morning, leaving “the boys” to 
do it. Most stores, particularly those selling contractors’ 
supplies, do their heaviest business between 7 and 8 a. m.. 
and these are the very stores where the bossses “pull in” 
about 9 a. m. He does not know who has been in, 
what they bought, or what they called for which he did 


not have on hand—‘HE OUGHT TO.” 


In a like manner, why not put in a full day? Why 
do so many hardware merchants take two hours for 
lunch? Why do so many quit about 2 p. m. to go 
“hunting golfs”? They often wonder why so many 
salesmen are standing around in their store waiting. 
There really are not so many; but they all come about 
the same time because the owner is seldom in except 
from 9 a. m. to 12 a. m., and maybe for one or two 
hours in the p. m. BUT is it fair to the trade? Per- 
sonally. I have seen large consumers call as often as 
six times in a day, only to hear “HE’S NOT IN YET 
THIS MORNING,” or “HE’S AT THE WHOSE- 


THIS LUNCHEON CLUB UNTIL 2 P. M.” or 
“HE HAS GONE FOR THE DAY.” IT IS NOT 


RIGHT. 

While waiting for him to come in, let’s step outside. 
WHY don’t they sweep the sidewalk as they used to 
at 7 a. m.? WHY is the walk in front of a hardware 
store so often broken and in need of repair? It NEVER 
is so in front of a chain store. (Their attorneys would 
never stand for it.) 


Walk to the curb and turn around. Take a look at 
the store, then look at some others. WHY do so many 
hardware dealers have old-fashioned store fronts? And 
WHY don’t they keep them painted up all the time? 
If they sell paint they should also USE it. Drug stores 
and ice cream stores and many others always keep their 
store fronts both painted and modernized. MORE 
PEOPLE LIKE TO GO INTO ATTRACTIVE 
LOOKING STORES. 


Now look at the store windows themselves. Are 
they the best in town? WHY are displays not changed 
more often, say once or twice a week? WHY isn't a 
lot of attention paid to the manner in which they are 
trimmed? WHY don't these windows show action. 
carry a message and say “Come in”? Just look at the 
windows of the chain stores and think it over. They 
never fix them during business hours. Why do hard- 
ware dealers attempt to? 











‘ter, eee 


a coemteianemmeneeitiatine 


1. Clean and grade side- 
walks. 

2. Modern and well painted 
store fronts. 

3. Well built windows. 

4. Window displays, 
changed often and trimmed 
attractively. 

5. Good floors. 

6. Up-to-date lighting sys- 
tems. 

7. Display 
tures. 

8. Concentration on lines. 








tables and fix- 














All right, let’s go in. Look at the 
floor. “A good floor is the founda- 
tion of a good business.” Did you 





ever see such a poor old one as this, and so soaked with 


oil, and splitting all over? Few hardware dealers have 
new floors or old ones covered with linoleum. 


Look at the lights—any electric lighting company 
will gladly, without cost, lay out a system of inexpensive 
lighting particularly adapted to the hardware store; but 
do any great number of them use this service? They 
do not. 

Look at the old-fashioned showcases, with the mer- 
chandise carefully “kept away” from the inquiring cus- 
tomer. Hdow few tables he uses, and why isn't the stock 
regularly cleaned? Why is so much of it in lockers and 
drawers, and so little on display stands? This is all 
in direct opposition to the big chain stores. They don’t 
hide goods. They do use tables and display stands, 
and their merchandise is always clean. THEY make 
good annual profits, and lots of hardware dealers don’t. 
WHY? 

I have noticed a “trick” of lots of hardware dealers. 
Take the paint department for instance. They will 
endeavor to buy the “leaders” of, say six manufacturers, 
instead of stocking a complete line of one first-class 
manufacturer, thereby getting the benefit of a uniform 
label on their entire stock of paints, enamels, stains, 
lacquers and varnishes, and from this secure a great 
deal of local advertising, which will help sell many 
other items in the store. 


And now this is what I have wanted to say for sev- 
eral years, and here it goes: IF EVERY HARDWARE 
DEALER WOULD SPEND AS MUCH TIME AND 
MONEY TRYING TO “SELL” HIS GOODS AS 
HE DOES TO “BUY” THEM, HE WOULD HAVE 
MORE MONEY IN THE BANKS AND LESS ON 


(Continued on page 100) 
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Grinds Mower Knives as Well as All Kinds of Tools 


7” x 14,” Wheel 
















For Cheney No. 7 


When ordering tool grinders do not overlook the 


F arm, Cheney No. 7. This grinder has great sales possibili- 
ties because of its wide adaptability. 

Home ptabilit 

an d [t appeals especially to the farmer as it carries a handy 
attachment for grinding mower knives, as well as all 


edge tools in general use. Both 


ROYAL and CHENEY GRINDERS 


have always enabled dealers to meet all demands as to 
quality, price and finish. 


Shop 
Use 





. The Royal is not only a thoroughly practical grinder 
<< oe for edge-tools, but beautifully finished in Royal Purple 
Note Handy Attachments : in all five sizes. It 1s the leading seller everywhere for 


those who want the best. 


For people who desire a good, durable tool grinder 
at a low price we recommend the Cheney. 


aa a atte Our Grinders sell readily and give permanent satis- 
Seoul faction. Good profit to Dealers. 

zarries 
a Note our address in Trade-mark and send for Cata- 
Genuine log and Trade-prices. 


Vitrified Wheel 

















When the 


man about 
the house 
wants a wrench 


for one home job—HE’S GOING TO WANT IT 
AGAIN AND AGAIN 


He'll quickly see the*mistake buying a one job wrench. 
Sell him a COES. That’s the wrench for him. The 
COES is the Wrench that is going to stick by him and give 
him faithful service through the roughest treatment and 
the toughest jobs. 
Your Jobber can furnish any wrench in the COES line. 


COES WRENCH COMPANY 


“In Business Since 1841” 


Worcester Mass. 


J. C. McCarty & Co. ........ 29 Murray Street, New York 
Selling Agents John H. Graham & Co. ...113 Chambers Street, New York 


Fenwick Freres .......... 8 Rue de Rocroy, Paris, France 
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Santa Was Good to the 
Hardware Trade 


(Contmued from page 41) 


Volume of holiday sales, Dec. 15 to Dec. 24 about 
the same as one year ago, just a few dollars less. 
Increased demand for better quality of children’s 
vehicles, sleds, skates and sporting goods. Less 
volume of table and pocket cutlery, carving sets, 
silverware, electric and vacuum goods. Larger 
percentage of customers paid cash at time of 
purchase and all lay away orders were bonafide. 

W. B. Martin, The Martin Hardware Co., 
Mansfield, Ohio. 





Christmas trade with us was very satisfactory. 
There was no great rush at any time, but a steady 
patronage which resulted in a volume of business 
somewhat larger than our last year’s business. We 
had a pleasing experience in the sale of two new 
lines, proving to us that the hardware store with 
a fair assortment of good quality toys, wagons, 
etc., can compete with department stores and make 
some money. It is our plan next year to add 
decidedly to this line. 

F. E. PErrson, 
Pittsfield, Mass. 

Xmas business at the Albany Hardware and 
Iron Co. was the largest in our history. Snow 
throughout eastern and northern New York 
early in December caused a tremendous drain on 
non-skid chains and snow shovels making it 
necessary to replace these depleted stocks, while 
following this came a rush of orders for sleds, 
skiis, toboggans and snow shoes. Ideal shopping 
weather and the release of an enormous amount 
of money,in the form of Xmas club checks added 
the impulse necessary to start the buying of toys, 
games and winter sporting goods. The constant 
appeal to the public, “Buy It From Your Hard- 
ware Dealer,’ must have been heard this year. 
Tremendous sales in electric appliances for the 
home. 





‘ 


Wm. C. DEARSTYNE, Mer., 
Albany Hdw. & Iron Co., 
Albany, N. Y. 


Business for week before Christmas equalled 
1925. December for 1926 about 5 per cent less 
than December, 1925. 

Cot. D. Wray DEpREz, 
J. G. Deprez. 
Shelbyville, Ind. 





(ur Christmas business was very satisfactory. 
susiness began early and was steady right 
through until the end and at the end we never, in 
the history of the concern saw business come in 
so fast. As a matter of fact the day before 
Christmas we were utterly unable to take care of 
all the customers that came in which is something 
we have never had happen to us before, so we 
are very glad to say on a whole it was very satis- 
factory indeed. 
CuHarLes A. TEMPLETON, INC., 
Waterbury, Conn. 


: 
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Pyrex Inaugurates New Sales Cam- ( | 
paign for Dealers § | 


N view of the interest manifested in the series of 
REFRIGERATORS 






editorials in HARDWARE AGE dealing with hand-to- 

mouth buying and the necessity for adequate profits, 
the Pyrex Sales Division of the Corning Glass Works 
has called our attention to a new sales plan inaugurated 
by that company. 

The plan includes the offering of a single item of 
Pyrex ovenware at a reduced price, so that the mer- 
chants may in turn offer it to the consumers at an es- 
pecially low price. The plan further includes a profit 
to the merchant on the article offered at the reduced 
price. 

The item offered is not some unique or irregular one, 
but is one of the best styles and numbers in the line, 
being the No. 209 914 in. Pyrex pie plate which retails 
regularly at 90 cents. Under the plan adopted it will 
cost the merchant 43 cents (63 cents in Canada) and 
will be sold at 59 cents (89 cents in Canada). The 
manufacturer in this instance absorbs all the potential 
loss, leaving the profits of the wholesaler and the re- 
tailer unimpaired. 

There are no conditions attached to the plan, except 
that a merchant must buy regularly priced ware in order 
to obtain the specials. This is done to prevent those 
who do not carry the line from buying a large bunch 
of specials to compete with those regularly selling Pyrex 
ware. 

With every dollar’s worth net of regularly priced 
Pyrex ovenware ordered for shipment at once, the mer- 
chant may order one only “special” pie plate at 43 cents 
net. 

The order is limited to one purchase; a second op- 
portunity to buy is, however, offered to those merchants 
who advertise the special in their local newspapers and 
conform to the rules governing the plan. 

Special window trim material will be included in each 
shipping case of 24 specials; also electrotypes, and ma- 
trices for newspaper advertising will be supplied, without The Challenge line of refrigerators is 
cost, on requests mailed to the factory. popular with the hardware trade and is 


All specials are furnished with a label giving complete handled by a large number of hardware 
instructions in the use of the ware, and suggesting foods 




















which may be prepared in the dish and others of the merchants. The line is broad, starting 
Pyrex line. with an inexpensive but well built box 

This is the first plan of this kind ever offered by the and grading up to a beautiful all porce- 
makers of Pyrex ovenware, and they advise that no lain case. 


other similar plan is contemplated for this year. 





The Challenge factories cover. 20 acres 


“The Vanishing Point of Profit’ and include our own porcelain plant and 

IKE Will Rogers, about every so often I have to large warehouse facilities which enable 

say something. For your article, “Vanishing Point prompt shipment. 
of Profit’—I have heard very favorable comments. Ww lead fei d 

If the Hardware Industry would exercise the interest a a a ee oe 
that the public takes in cross word puzzles—‘‘Horse have been in the business for 43 years. 
sense” would soon replace the wretched term “turnover.” 

Personal shemrentnns are that the Hardware Industry More people than ever before are 
is slowly but firmly adjusting its position. This, I thinking about refrigerators today, and 
believe, is because of the greater interest being taken with the Challenge line you will be able 
in merchandising. | to get your share of this business. 


We all know that very little thought was given to 
merchandising during the period of 1914 to 1921. Since 
then the effort extended in reconstruction, readjustment 
and reorganization has taught us the importance of mer- 


chandising along profitable lines and intelligent selling.| CRTALLTENGE REFRIGERATOR COMPANY 
Respectfully yours, 


W. J. Dress Grand Haven, Michigan 
New York Knife Co. 


Write your jobber or us for a catalog. 
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There is something very significant in the fact that 
nature makes it mighty hard for a man to pat himself 
on the back 


“Why don’t you advertise?” 

Town Storekeeper: “No, siree. 
once and it pretty near ruined me. 

“How was that?” 

“Why, people came in and bought dern 
near all the stuff I had.” 


I did 


a 


“That’s a new one on me,” said the 
monkey, as he scratched his head. 


A West Virginia darky, a blacksmith, 
recently announced a change in his busi- 
ness as follows: 

“Notice—De copardnership heretofore 
resisting between Me and Mose Skinner is 
hereby resolved. Dem what owe de firm 
settle with me, and what de firm owes will 
settle with Mose.” 


“Just think of it!” exclaimed Flora, the 
romantic. “A few words mumbled over 
your head and you’re married.” 

" “Ves” agreed Dora, the cynical. “And 
a few words mumbled in your sleep and 
you're divorced.” 





Music Critic (to sweet young thing) : 
“How did you like the barcarolle at the 
musicale last night?” 

Sweet Young Thing: “I didn’t stay for 
the refreshments, Mr. Cleff.”—Life. 





Credit Customer: “I have a question 
I’ve wanted to ask you for weeks.” 

Mike Harvilla (who runs the store): 
“Go ahead. I’d had an answer ready for 


months.” 
Squire: “Did you send for me, my 
lord ?”’ 
Launcelot: “Yes, make haste. Bring 


me the can opener; I’ve a flea in my night 
clothes.” 





Jim Hunter: “I think I have a cold or 


something in my head.” 
Dr. Alexander: “It must be a cold.” 





An officer on board a battleship was 
drilling his men. “I want every man to lie 
on his back, put his legs in the air, and 
move them as if he were riding a bicycle.” 


After a short effort one of the men 
stopped. 
“Why have you stopped, Murphy?” 


asked the officer. 
“If you plaze, sor,” was the reply, “Oi’m 
coasting.” 


—_—_—_—_—_-___——— 


“Ah shuah does pity you,” said a colored 
pugilist to his opponent as they squared 
off. “Ah was bohn with boxin’ gloves 
on.” 

“Maybe you was,” retorted the other, 
“and Ah reckon you's goin’ to die de same 
way.” 


She: “Would you kiss me, even if I 
told you not to?” 

He: “I sure would.” 

She: “Oh, goody! Then I can mind 
Mamma.’ —Ala. Rammer-Jammer. 





He: “Would you marry a man who lied 
to you?” 
She (sarcastically): “You don’t think 
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I want to be an old maid, do you? 


Mrs.: “Don’t you think there Should be 
more clubs for women?” 

Mr.: “N-no; I think it better to try 
kindness first.’—Whis Bang. 


———————_ 


Slowly his arm stole around her waist. 
He was only a clerk, and she had seemed 
so young, so pure, that her very goodness 
frightened him. It had taken about an 
hour before he had dared to sit beside her. 
She was not a product of the artificial 
city, and about her was a _ wholesome 
daintiness that he feared to touch. One 
kiss from her and he would have been in 
heaven. But no, surely she would not, she 
was a good girl. 

Finally he ventured, “Alice, for one kiss 
I’d buy you the world.” 

“Oh, hell!” she replied, “I used to do 
that for apples on the farm.” 


oe 


“Are you a clock-watcher?’” asked Mr. 
Drake of the candidate for a job. 

“No. I don’t like inside work,” replied 
the applicant, without heat, “I’m a whistle- 
listener.” 


Hotel Clerk: “Why, how did you get 
here?” 

Smith: “I just blew in from the West 
with a bunch of cattle.” 

Hotel Clerk: “Well, where are the rest 
of them , 

Smith: “Down at the stock yard. I 
aint as particular as they are.” 


Johnny had been on the receiving end of 
a woodshed tragedy. 

“There, there,” consoled his mother. 
“Papa didn’t mean to whip you so hard. 
He only meant it as a joke.” 

“Humpt!”’ sniffed Johnny, “So that’s 
what they mean by slapstick comedy.” 


A man in a hurry rushed into a bank. 
Two receiving tellers were busy at their 
respective windows. Two lines had 
formed. One line contained three women, 
the other, eighteen men. Mr. Man-in-a- 
Hurry paused and surveyed both lines. 
He gave a full minute to his survey. Then 
he joined the line of men. 


“Give a sentence containing eight feet.” 
“Four boys walked down the street.” 


She: “My brother doesn’t smoke, swear, 
or drink.” 

He: “Does he make all his own dresses, 
too ?” 


Helen: (rapturously, in flower garden) : 
“Oh, isn’t that Baby’s’ Breath beautiful ?” 

Henry (the matter-of-fact husband) : 
“Yes, dear, only you're a little previous. 
It isn’t Baby’s Breath but Bridal 
Wreath.” 





Farmer: “Samanthy, do you want me 
to bring you anything from the city to- 
day ?” 

His wife: “Yes, Si; you might bring 
me a few jars of that traffic jam I see 
advertised in the papers.” 
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Order Your Complete Line of 
| SPRAYERS: PLANTERS 


Srom one house 


ACME hand operated Sprayers, Atomizers, 
Dusters, Corn and Potato Planters® are sold 
by reliable jobbers everywhere. Carry a min- 
imum stock and _ replenish quickly from 
your nearest jobber—profit by the smaller in- 
vestment and quicker turnover. Insist on 
ACME tools and always have uniformly 
good quality — 


The Best Known 
Fastest-Selling Line 


Our nationally advertised slogan: “If 
itisn’t all right, bring it back,” establishes 
the confidence of your customer in ACME tools. Our 
factory, the largest in the world manufacturing hand 
sprayers and planters exclusively was enlarged this 
year to take care of the increasing demand. This 







































new, 140-foot, two-story addition equipped with the Get Our New 
most modern machinery doubles our capacity—assures Complete Catalog 
quality at an attractive price. ; eee authoritative t. 
cyclopedia of hand spray- 
ers and planters—all prac- 
Potato Implement Co. tical styles. Attractive 
- Dept. 1] Traverse City, Mich. dealer helps. Write today. 
-2-26 
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DIX ON’S 
FLAKE GRAPHITE 


There is but one flake graphite and its name is DIXON. For 100 
years this name has been associated with graphite and today, to thou- 
sands of exacting men in every line of industry it is synonymous with 
the best graphite obtainable. 











It is an ideal natural lubricant that spreads a smooth unctuous veneer 
over rubbing surfaces and reduces wear to a minimum. 


Recommended for cylinder and bearing lubrication, for coating 
gaskets, packings, etc. Properly mixed with grease or oil their con- 
sumption is greatly reduced. 


Write for Circular 40-C. 
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Joseph Dixon Crucible Co. —S 
Jersey City > New Jersey 
ge 1927 


One Hundredth Anniversary 
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USED 


By Three Generations 


and still the leading torches 
and furnaces 


“Always Reliable’’ 








Fifty years of experi- 
ence mean—the most 
practical and most dur- 
able tools which are 
guaranteed to give sat- 
isfactory results. 


Experience is the best 
teacher. Buy this make 
which has a world-wide 
reputation. 


Most jobbers stock. 
Others will order. 





Covered by patents. 
No. 87 Qt. 
No. 88 Pt. 

















OTTO BERNZ CO. INC. 
NEWARK, N. J. 


Stocks in Newark, N. J., New York City, Chicago and San Francisco. 


Offices in Newark, N. ‘J. 
Denver, Helena, Mont. ; 
St. Thomas, Ont. 


New York City, Chicago, Fort Worth, 
San Francisco, Los Angeles, Seattle and 









































“Built to Endure’”’ 


Generation after generation of Sportsmen have insisted 
on having BAKER GUNS—no stock is complete without 
them. 


“BATAVIA LEADER” 


A FAMOUS BAKER HAMMERLESS CUN 
— 12-16-20 Gauges — 
List Price $35; With Automatic Ejector $49 


All the essentials of the high-priced grades—hang, bal- 
ance, appearance and shooting qualities. They never Shoot 
Loose! 


Complete Catalog on Request 


DEALERS:—Write us your requirements and give us 
your Jobber’s name. 


BAKER CUN CO., 514 nrendway 
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Are You a “Buyer” or “Seller” 


(Continued from page 94) 


HIS BOOKS, AND CHAIN STORES WOULD 
NOT CAUSE HIM THE INSOMNIA THEY NOW 
DO. 


Just do me the favor to read that last paragraph 
again. Did you get it? If not, we will wait here a few 
moments and, you retrace your steps to that last para- 
graph, and PLEASE just read it slowly for the third 
time. AM I NOT RIGHT? 


Did you ever notice the amount of space the hardware 
dealers give to catalogs, price lists, and this new one, 
“the purchase ledgers,” the books that can tell him 
just how much he has bought of every item in his store 
last week, last month, last year, and for the last fifty 
years? The houses today manufacturing furniture, files, 
stationery, computing machines for “BUYING” sys- 
tems and “BUYING” efficiency are doing a land office 
business, they tell me. But where is the space devoted 
to the books, files, machinery, etc., for “SELLING” 
systems and “SELLING” efficiency? I have never seen 
any. HAVE YOU? 


During the early paragraphs of this article (or what- 
ever you want to call it) I touched on some of the 
SELLING SYSTEMS, but I did not call them by that 
name then. Let us list them, if you have no objections. 
Here they are: 


1. Clean and grade sidewalks. 

2. Modern and well painted store fronts: 

3. Well built windows. 

4. Window displays, changed often and trimmed 
attractively. 

5. Good floors. 

6. Up-to-date lighting systems. 

7. Display tables and fixtures. 

8. Concentration on lines. 


READ THEM ALL OVER AGAIN. 


Now for some of the bigger ones. How often after 
business hours, say over sandwiches, coffee and smokes, 
does a hardware dealer sit down with “the hired hands” 
and get their ideas? 


How often will you hear of a merchant who has called 
a store meeting of his salesmen, so that the representa- 
tive of some line he has bought can, in detail, explain 
the line to those who are compelled to do so in turn to 
the trade daily? 


How often will you see some of the store salesmen 
at a hardware convention with its owner, so that they 
may learn something ? 


Do you very often hear of employees of hardware 
stores being allowed to accept the invitation of some 
manufacturer to “go through the factory and study the 
product ?” 


Do you often see store demonstrations going on so 
that the public can see what the products look like in 
action ? 

Goods are not BOUGHT right unless for the same 
money you learn how they should be “SOLD” right. 

When you think only of “BUYING” the goods right, 
you are selfish and are thinking of yourself only, but 
if you think of “SELLING” the goods also, then you 
are thinking of your customers and your help. 

AND—doesn’t the public like to visit a hardware 
store where the salesmen know the uses and advantages 
of the items about which they are talking? ~~ 




















January 6, 1927 


The hardware dealers of the country are the finest 
class of business men I believe you could ever meet— 
but at times they are very short-sighted and ask for 
jobbing prices when they really are only small dealers. 
Decide what traveling salesmen you can place your con- 
fidence in, then practically let them run the individual 
departments their lines represent, and you will never 
have cause to regret it. They fully realize you are their 
reason for existence as salesmen and they will never 
abuse the confidence you have reposed in them. 


Take my word for it—once you have an effective 
“SELLING PLAN” and “POLICY” and put them to 
practise, you will be doing so much business and making 
so much money that you will be happier than you have 
been for some time, because the profits are figured on 
“SALES” and not on “PURCHASES.” 





The Man Behind the Counter 


CY 5 
(Continued from page 45) 





the story of the man who boasted that to a woman who 
wanted to buy a suit of clothes in which to have her de- 
ceased husband laid out for the funeral, he sold a suit 
with two pairs of pants. 


The modern idea of salesmanship is shown by the 
story of the man who had a customer who wanted to 
buy a 25 cent bottle of glue for the undertaker to use 
in fastening her deceased husband’s wig in position, and 
the merchant saved her money by selling her instead a 
sixth of a dozen thumb tacks! 


Of course it pays to have people stop and look in the 
store window. Customers are made in that way. But 
the prospective buyers are not the only ones who may 
profitably look at the window displays. I think the sales- 
people in the store need to look at the window displays 
just as much as customers need to. Any fellow who 
ever tried to buy in a men’s wear store something he 
has seen in the window knows how often it happens that 
the salesman does not know what the customer is talk- 
ing about and has to go out and look at the display be- 
fore he can show the goods. 


“WANTED: We want a young man to act as sales- 
man in our automobile accessory department. He must 
have had actual experience as a garage mechanic and 
know automobiles from front bumper to tail light. The 
right young man will find a good opportunity for growth 
with us.” 


I have for a long time been expecting to see some 
such advertisement in the want columns of the news- 
papers, because it seems to me that there is an oppor- 
tunity for an intelligent young garage mechanic who 
wants to become a business man to work up through that 
channel. But lacking that, why shouldn’t the automobile 
accessories salesman of the hardware store take a course 
in automobile mechanics on the side and fit himself that 
much better to be helpful to his customers? 





ALESMEN who fail usually do so not because 
they lack knowledge of what to do, but because 
they haven’t the courage to do it. 
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A Dead Whale or a 
Poe Stove Boat 


The Harpooner had 
to acquire STRENGTH and ACCURACY 
—both are built into 


HMeoLThr= 
(Reg. U. 8. Patent Office) 
WOOD SCREWS 
MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 





WOOD SCREW CO. 
Mass., U. S. A. 


Samples 


CONTINENTAL 
New Bedford | 


Send for 

















Winslow’s for the New Year 


Now is the time to prepare for the Spring 
Roller Skating season. Winslow’s skates are 
known and appreciated everywhere. . Your sell- 
ing will be simpli- 
fied if you simply 
display Winslow’s. 
See our new 
models. 


Keep up your 
ice skate display 
for january sales. 


Ice and Roller 
Skates catalogs 
gladly sent upon 
request. 





The Samuel Winslow Skate Mfg. Co. 
Worcester, Mass. 
The Oldest Manufacturer of Ice and Roller Skatea in the World. 


New York Office, Sales and Stock Room, 34 Warren St. 
Pacific Coast Sales Agent, Phil. B. Bekeart Co., 717 Market St., 
San Francisco. 

Southern Representative, Henry Keidel & Co., Inc., 405 W. Redwood 
St., Baltimore. 





WINSLOW'S 





Skates 
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GREEN’S 
Stock Boxes 


4 NEW IMPROVED 


Box 
At Low Cost. Has All the 
Advantages of the More 
Expensive Fixtures. 


Made in an Assortment 
of Sizes to Fit Every 
Hardware Need. 





Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57 St., N. Y. 











Osborne High Grade Punches 


Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Als: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


is. 
The abeve tools will please your customers, as well as our 
famous Round a Oval ee 

Remember we have had one hundred years of successful manu- 
facturing experience, employ A. skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for Catalog 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 














THE QUALITY 
LINE 


Burn perfectly in the wind and ex- 
tremely cold weather. They are the 
best Torches to use for all indoor or 
outside work. They give satisfaction, 
save time and fuel and always please 
the user. 


Jobbers supply at factory price. 


No. 208 Torch Cla 
yton & Lambert Mfg. Co. 
Ask for Latest Price 6275 Beaubien St., DETROIT, MICH. 








| The Other Man’s Business 


N' )T infrequently we hear of men who have made 
large profits in their own business because of years 
of good thinking and close attention to it, losing large 
sums in other directions. There is a certain intoxication 
which comes to many men who have earned abundant 
success, which makes them confident they can do the 
same thing in other lines. 

We heard one of the most successful men in Chicago, 
talking over his experiences with his money, tell of a 
valuable lot he purchased with the idea that it was about 
the soundest investment he could make. That purchase 
was made years ago, and there is no prospect of any 
profit from it in sight. This man knows one big busi- 
ness better, perhaps, than any other man in America, but 
he did not know the trend of real estate values in one 
part of Chicago. 

We knew a man who got rich in a wholesale dry goods 
trade forty years ago. He became infatuated with 
western land speculation and lost all but a small rem- 
nant of his fortune. A neighbor of his, also rich as a 
merchant, got the idea that he knew the grain market. 
That notion cost him his fortune. Avarice, plus the 
obsession that success in one business qualified them for 
success in any other, wiped out the valuable results of 
many years of clever work in the mercantile line. It is 
a dangerous thing to shift one’s fortune from his own 
established business into that of another man—Allith 
Bulletin. 





THE AFTER EFFECT OF A BOX OF TOOLS FOR CHRISTMAS 


right, 1926, New York Tribune 


a_i 








enue oS ae Tear Ane IDEAL 


stn A Scr. PRACT 
weru, ie ST RUC Tee as waa ay 
ee TORE TO K2OP 


Gt Twat 
wha. SE 
So mnce. 


HE CAN 













LEARN TO 
MEND THe y! 
AROUND Tut /GAU/I i, 
MOULE Yat | 

















WHAT THEY'S wo 


¢ HRULTMAS 
Y” rm MMM 


























Still Busy at the “Old Stand” 


Someone circu- 
lated a_i story 
that we were 
“Out of busi- 
ness.”” You can- 
not believe all 
you hear. Fact 
is we are turn- 
ing out the same 
good Socket 
Wrench Sets 
that have long 
been the choice 
of Mechanics 
and Motorists 
who respect 
lasting quality. We are now making five styles of Socket 
Wrench Sets and can ship them wy A line re- 
questing Folder and Prices will prove that we are very 
much alive. 


WILL B. LANE UNIQUE TOOL CO. 
422 So. Dearborn St., Chicago, Ill. 
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Courtesy, New York Herald Tribune Syndicate 

















January 6, 1927 | HARDWARE AGE 103 


Comment from California 


Comments by some of the representative hardware 
firms in California on “Red Ink or Black,” a recent 
editorial that appeared in HarRpWARE AGE, include the 
following : 

PaLAcE HARDWARE Co., SAN Francisco.—‘One of 
the most important problems confronting the hardware 
trade. It affects everybody who buys and sells hard- 
ware. If the suggestions contained in the editorial 
were carried out it would benefit the entire industry.” 

BERKELEY HARDWARE Co., BERKELEY, CaL.— ‘lf 
everybody in the hardware business would practise the 
things advocated by the HARDWARE AGE editorial there 
would be more money in the hardware business. But 
the trouble does not lie with the retailer alone. More 
cooperation between all three branches of the industry 
is needed.” 

Le Roy Smitru, SECRETARY, CALIFORNIA RETAIL 
HARDWARE & IMPLEMENT ASSOCIATION, SAN FRAN- 
cisco.—‘‘As I understand it, Mr. Soule’s recent editorial 
in HARDWARE AGE on ‘Red Ink or Black,’ calls for the 
application of three specific things to the hardware busi- 
ness for the betterment of business conditions. These 
three things are: Education, Cooperation and Courage. 
These are three vital factors for success. One of the 
great troubles today is that many hardware retailers do 
not know how to price their merchandise so as to obtain 
the profit they are entitled to. A great deal of funda- 
mental education will have to be done before the majority 
of merchants will learn how essential this part of busi- 
ness is. With respect to the need of cooperation, there 
isn’t much to be said that has not already been talked 
about many times at conventions. Everybody knows 
that more cooperation between all branches of the hard- 
ware industry is essential. Necessity will eventually 
force more of it upon us all, but it is doubtful if it will 
come in any other way. But until it does come about 
we all need courage to keep going, and what is more, 
the individual retailer needs more courage than he has 
shown in the past in order to demand the full price for 
his goods so that he can make the percentage of profit 
he is entitled to receive, and which he must receive if he 
is to be successful.” 

FRANK RITTIGSTIEN, SAN FrRANciIsco.—‘Theoreti- 
cally this proposition is all that can be desired. But in 
my opinion, there are only two things which will bring 
about a change for the better in the hardware business, 
namely, necessity and time. ‘There is no question but 
that many hardware retailers do not get enough money 
for their goods. In most cases they are afraid to ask 
the price they should get. They allow themselves to 
be browbeaten by their customers. The chain stores 
don’t have any trouble getting their prices, neither do 
the department stores. If the hardware dealer can’t 
make enough money, in most cases, it’s his own fault.” 

BropHy HARDWARE Co., OAKLAND, CaL.—There’s 
a lot to think about in the ‘Red Ink or Black’ editorial 
published recently in HARDWARE AGE. It is foolish for 
any hardware dealer to hand out his goods without a 
profit. It can’t be done very long.” 

Levinson Co., SAN FRANcIsco.—“How can any mer- 
chant stay in business unless he makes a profit? A lot 
of the present trouble is that too many firms are trying 
to get a larger volume, and in order to get a larger vol- 
ume, they believe they have to cut prices. Of course it 
can be done that way, but not at a profit.” 











IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 
“Hammer the Hammer” Revolvers 


Send for Dealer Proposition 


IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 
New York, 151 Ohambers St.; Chicago, 108 W. Lake St. 


Sean Francisco, 717 Market St.; New Orleans, La., 625 Pine ‘st. $ 
Ogden, Utah, "2327 Grant Ave. 














Russell Jennings | 
Auger Bits 


Patented by 








No. 101-E Mr. Russell Jennings 
a in 1855 
Auger Bit 


Quick Boring Thread 
Single Lip and Spur 


Russell Jennings Mfg. Co. 


Chester, Conn. 














Is a combination soldering and tinning flux which meets 
all requirements of the mechanic. Rubyfluid is best for 
brass, copper, galvanized or bright steel, gray or malleable 
castings. A little Rubyfluid makes a tight joint with 
little solder and requires no washing or buffing. If you 
cannot obtain Rubyfluid from your dealer we will be glad 
to forward you a free sample. Write today. 


RUBY CHEMICAL CO. 


67 McDowell Street Columbus, Ohio 





_— 





DIAM ON D“E” 









All-Metal Frame 


CLOTH WINDOW VENTILATOR 


They sell on sight, because it is evident 
on sight that they are the finest win- 
dow ventilators made. Eight 
popular sizes. Retail at 
60c. to $1.10. 
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Every Home 
Needs Fence Protection 


Many old homes need new fencing and there is 
always a demand for fencing for new homes. 
Are you taking care of these requirements ? 


Homeowners want quality and good appear- 
ance when they buy fencing to protect their 
homes. They know that a good fence in- 
creases the value of their property. 


Dwiggins Ornamental Wire Fence is chosen 
by those who want the best. It will help you 
to get a good share of the fence business in 
your locality. 


Let us send you complete details. 
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No. 27 Lawn Fence with Style D 

Wire 
Our latest style fence. It cannot be surpassed 
by any fence made. Made with style D Fabric 


but you can supply it with any style fabric 
your customers prefer. 


DWIGGINS 
WIRE FENCE CO. 


Anderson Indiana 





DWIGGINS STEEL FENCE POSTS 


These popular fence posts are made 
in styles and sizes for every require- 
ment. They are cheaper than wood 
posts and outlast them many times 
over. 

Me. & Post No. 6 Post 























Resolved! 


Next to the Dealership for 


Allen screws, my best asset in the 


Hollow Screw line is a complete 
line. 


Orders gravitate to the house 


with a well-balanced stock. Orders 


are lost when buyers must wait 
for some sizes. 


Rather than telling the cus- 
tomer I'll ‘‘send for” his ALLENS, 
I'll send to “ALLEN” for a well- 
rounded assortment and—be 
ready. 


They'll advise me from their 


Dealers’ experience what will 
make up a balanced stock, with 
the best provision for rapid turn- 
over and steadier profits. 





The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Branch Offices: 

W. C. Stauble R. E. Gregory 
2704 Rochester Ave. 1029 Wesley Ave. 
Detroit, Mich. Evanston, Ill. 
E. P. Crawford W. J. McRae 


3348 No. Park Abe. 320 Market Street 
Philadelphia, Pa. San Francisco, Cal. 
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Look 














—Cheney Hammers will bear any in- 
spection. They have stood the test for 
more than 90 years and tool users 
know they can bank on ’em. 


From the clear second-growth hickory 
handles that really fit a man’s hand, to 
the perfectly tempered ends of the tool 
steel heads, Cheney Hammers have the 
stuff in ’em that means real hammers to 
the men who know tools. 


That’s why most of ’em insist on Cheney 
Hammers first, last and always. 
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Put Your Store Plan- 


ning Problem Up to 
- Warren! 


Planning your store for increased sales means some- 
thing more than putting in good fixtures. It means de- 
termining the correct arrangement of aisles, proper pro- 
portion of Wall Fixtures, Show Cases, Display Tables, 
Counters, etc., placing these to best advantage, and look- 
ing ahead to furture growth. 


The Warren Store Planning Service assures a practical 
layout of your store plan for intensive selling. Back of 
it are forty years of practical knowledge of merchandis- 
ing principles, plus actual experience in planning thou- 
sands of other retail stores, successfully. 


Warren Sectional Store Fixtures 


This Service, plus Warren Fixtures, results in what is 
really a Systematic Merchandising Plan for your, store. 
Warren Equipment embraces a line of Sectional inter- 
changeable Wall Fixtures, Display Tables, Show Cases, 
Counters, and other retail hardware store furniture. Be- 
cause of their wide diversity of destgn they provide 
Warren store engineers the broadest latitude in planning 
a store that will represent the utmost in merchandising 
efficiency at the lowest minimum cost. 


If you contemplate erecting a new building, moving to a 
new location, remodeling or changes in your present 
quarters, put your store planning problems up to Warren. 


Catalog of Warren Fixtures, with prices, sent upon request 





J.D. WARREN MFG. COMPANY 
159 N. State Street Chicago, III. 
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HERE was a 

time quite a few 
years ago when the 
sale of Bolt Clippers 
was limited to a 
small class of work- 
men. 














Conditions have 
changed. 


A Medium Priced Lock That 
Adapts Itself to Many 
Uses 






_ | Almost every home 

ee owner and car 
et eee, owner is a mechanic 
[ Oe ee in the sense that he 
; *— *|_~—_s buys and uses many 
4 _~——=scikinds of tools. 
Don’t “hide” live 
merchandise behind 
the counter or 
tucked away in 
basement storage 
bins. 


ie Porter’s Bolt Clip- 
ie pers are live items 
eg i ok a0 —they sell easily 
et Se and every man is a 
ean prospect. This has 
been demonstrated 
in hundreds of 
stores in every type 
of community. 



























No. 4178 Pad Lock 






Here’s a good general utility lock—the 
type that may be sold for innumerable 
uses. And priced so it will sell! 







Sizes range from 114” to 3”—with flat 
steel key. 






, pes eae 
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From 114” to 2” with barrel key. 








Self locking. Malleable Iron Spring 
Shackle. ‘Two secure levers. Three 
wards. Twelve key changes. 


Don’t hide your 
Bolt Clipper stock. 
Counter and floor 
stands are available 













The Eagle Quality Line 









3] for those who will Night Latches Front Door Sets 
use them. Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 
Practically every Wood Screws 





leading hardware 
jobber and mill 
supply house sells 
the Porter line. 







Eagle Lock Co. 
General Sales Office 


arenes eaccen 20 Warren St. New York acewee cavera 






H-K: PORTER une. 


EVERETT, Mass. 





Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, IIl. 
114 Bedford Street, Boston, Mass. 


Works at Terryville, Connecticut 
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”“ When! Buy Oil- 
1 Want to Know What 
I'm Getting! ” 


That’s what thousands of car-owners 
say when they talk to each other about 
oil. They are afraid of substitution. 
When the filling station attendant 
picks up a quart container of any kind 
that has been previously filled by him, 
and pours it into the crankcase, he ts 
inviting suspicion. The  car-owner 
wants to see his oil drawn from a 
properly marked drum or pump. 





And that’s one reason why oil dealers, everywhere, are 
discarding other equipment in favor of Brookins Oil 
Measures. 


By eliminating the use of containers previously filled by 
the operator, Brookins Measures eliminate all suggestion 
of possible substitution. They build confidence. In the 
presence of the customer the oil is drawn from a prop- 
erly labeled drum or pump. 


See that your customers 
understand the importance 
of Brookins Measures in 
getting and holding the 
confidence of their cus- 
tomers. 










Indispensable 


for Crank Case 
Service 


Brookins 
Oil Measures 


Made of heavy — 
copper- finished 
metal. Equipped 
with flexible 
metalhose. 
Handy thumb- 
valve controls 
flow of oil. 


Brookins 
Measures are 

made in one, 

two, and 

four quart 
sizes. A flexible metal hose and a handy 
thumb-valve control put every drop of oil right 
where it’s wanted—advantages that only the 
Brookins can offer. 





THE 


BROOKINS MFG. CO. 
342 Xenia Avenue 
Dayton, Ohio 


Rirsotina 


Brookins 
Gasoline Can 






Brookins 
Portable 
Drain 
Tank 
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WITT CANS PAY 
NET PROFITS 


You have sold cans at a profit. But after you figured 
overhead, cost of selling, etc., did they pay you a NET 
profit? Or did you “carry” them to hold your cus- 
tomers? Witt Cans will pay you a NET profit and 
make repeat customers—they pay three times the 
profit you would make on an ordinary can. 


Witt Cans are made of special analysis sheet steel, 
corrugated for added strength. Solid beaded steel 
bands top and bottom. One-piece heavy gauge, slightly 
concave steel bottoms, raised from the floor. Snug- 
fitting, interchangeable lids. Cans are hot-dip gal- 
vanized after being assembled, making them water- 
tight, fireproof, and the best looking can on the 
market. 


Witt dealers are finding them quick sellers at a very 
conservative price, and the rapid turnover is making 
a nice profit for them. Send in a trial order—you'll 
be glad you did. 


MANUFACTURED BY 


THE WITT CORNICE CO. 
2111 Winchell Ave. 
CINCINNATI OHIO, U. S. A. 


Manufacturers of 


mtn “ng ais 


ww 


CORRUGATED 
*CANS and PAILS» 








Ask about the Brighton Line of 
Cans and Pails. Medium weight 
and a good seller, paying a nice 
profit. 
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The “‘Tomorrow’ Customer 


“Really don’t expect to buy today. I saw some of that 
Screen Cloth you have in your window, so I came in out 
of the rain—been putting it off til spring.” 


That’s something like the trend of conversation. He 
should be encouraged! Tell him something about 
“Perfect” and “Nikolite” quality and durability. 





BULL FINISH | PAINTED SCREF 
en sun gs It won’t take long to sell him. He wasn’t quite ready : WIRE CLOTE. 
~ to buy, but “Perfect”? was too much of a temptation to | y 
“put off ‘til tomorrow” what was just as easy to do today 
—with the assistance of “Perfect” a sale is made. 





See your Jobber. 


QUAL tH PVHUVOUVUIUULUULURUTUESUUUUEROLOUR Ae 


LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 
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_«f TUBULAR LATCHES 
(2, /- 








VERY progressive builder is a hot ptos- 
E pect for these latches, for they are exactly 
what he has always wanted. They save 4/5 of 
the cost of installing ordinary mortised latches. 


They are surpassingly attractive—built to give 

















they almost literally sell themselves. 











| 


to install, simply to install, simply 


bore two NATIONAL BRASS COQ. bore two 


ee 1601~9 Madison Ave., Grand Rapids, Mich. oles 


Write Now for Details 


a lifetime of perfect service—trouble-proof. 
Sell him once and you will sell him forever. 
And the best part about it is that the supe- 
riorities of Dexter latches are so obvious that 
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CORBIN 





Wood Screws 
Drive Serews 
Ceach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screw 
Machine Products 


Stove Bolts 

T:re Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Belt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


CORBIN 














UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 





The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 











“It Paid for Itself in 30 Days” 









No. 800 


‘Operated by Hand or Power 





Said a Dealer Who Cut Only 10 Keys Per Day 


Suppose you install a Segal Rectifying Hey Cutter and cut 
‘ , only ten Keys per day. Figure Your Profit. 


ti cs nek kule eb cbinads dene deer sae $2.50 
ee I I Os nn cow ic ba sins bedecdeéeedcocves .60 
I 5h Sl oo fc ck uaa we eede hake v $1.90 
EH te ee Cen eee! Pee et ee $57.00 
Cost of No. 800 Key Cutter, $46.25 less 296 | for prompt pay- 
dink een deen hk bc hOd6 HEEOESS0AHERSS 6066 nde REED 040088 45.33 
SEE OE OT TE OL $11.67 


You now own the machine. It has paid for itself in 30 days plus a 
profit. On the basis of cutting ten keys a day it will earn each 
month more than its original cost. 

We have figured on a basis of only ten keys per day. Many dealers 
using our machine cut anywhere from 50 to 250 keys daily. It cuts 
all kinds of flat and cylinder keys. Send for our booklet. 





Our Key Cutter is fully up to the standard of our 
famous 


proor DEGAL LOCK No. 666 


endorsed by Burglary Insurance Companies every- 
where. Protects millions. Never been Jimmied. 
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New tools 














































No. 22-C 
Drill Point 
Gage 





No. 470 
Stair Gage 
Fixtures 


No. 320-K 
Steel Rule 
with Klip 














New, widely advertised, 
and every one of ’em with 
features that'll make ’em 





‘*best sellers.’’ Be sure 
your stock is complete. | 

Starrett No. 22-C New | 
DrillPoint Gage, combines 
a handy drill point gage 
for small drills with hook 
rule, plain rule, depth 
gage, try square and slide | 
caliper. The machinist 
and auto mechanic will 
find this tool mighty use- 
ful. 

Starrett No. 470 Stair 
Gage Fixtures. Every car- 
penter will want these 
handy little attachments 
for his steel square. Small 
and light, but strong, they 
are proving exceedingly 
popular. 

tarrett No. 320K Steel 
Rule with Klip, a novel 
improvement that sells 
itself on sight to the thou- 
sands of men who always 
carry aruleintheir pocket. 
‘ Starrett No. 66 Thick- 
ness or ‘‘Feeler’’ Gage 
with 26 leaves, making a 
ee set from .0015 to 
02 

Starrett No. 151 Hack- 
saw Frame designed for 
working in close quarters, 
a new one that is just the 
thing for cutting Ford 
bands, body bolts, radio 
work, pruning and many 
other odd jobs ’round the 
house. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS. 
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MYE 
LONG STROKE 
COG GEAR 
DOUBLE ACTING 
HOUSE FURCE PUMP 


VYhe MYERS 
COG GEAR 
HOUSE FORCE PUMP 
—_— 





Jhe | 

MYERS COG GEAR 

BRASS CYLINDER 
PITCHER PUMP 































ND when you 
sell Myers 
House Pumps 


you are selling satis- 
faction at a satisfac- 
tory profit. Here are 
house pumps of quality. 
House pumps that will 
back your statements 
with performance 
which creates good 
will among ee users. 
What more could any- 
one desire? 

There are styles and 
sizes to meet widely 


diversified require- 
ments. And the lists 
are low. Literature 


and prices to those 
who are interested. 


THE F. E.MYe 


omnanre 
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JUST OUT- 
A New([(0)Product 





No. 444 





Ileo Automatic Keyhole Lock 


Recognized as the best keyhole lock on the 
market. It has an automatic feature that’s a 
winner. 

Merely slide into keyhole and common lock be- 
comes absolutely secure. Key used for unlocking 
only. 

Sturdily constructed and very serviceable. Ideal 
for home and hotel door locks. 

A very attractive four colored counter display 
box containing one dozen locks assists these profit 
makers to sell readily. 


Write for prices and further particulars. 


Protection 


In our ILCO No. 202 
Night Latch the Bolt 
and Inside Knob are dead-locked when key 
is turned once backwards. 









Bolt cannot be forced back or lock opened from 
inside by the knob. This Patented Feature makes 
many sales. Can also be used as ordinary night 
latch and doesn’t cost any more. 


A Good Selling Mortise Lock Set 


Our No. 250-B sells on sight. The 
Glass Knobs are beautifully de- 
signed, ground, polished and silver 
backed, giving a high lustre. Lock 
is strongly made. 


Everything built to last and mod- 
erately priced to insure quick sales. 


Send for New 
Catalog No. 7. 


GD INDEPENDENTIOCKCO,.4 


FITCHBURG, MASS., U. S. A. 








BRANCHES 
183 West Lake Street 23 Warren Street 2109 Cass Ave. 
Chicago, Iil. New York City Detroit, Mich. 
17 North Fifth Street 121 2nd Street 466 Wall Street 
Philadelphia, Pa. San Francisco, Cal. Los Angeles, Cal. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys and Hardware 
Specialties. 
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Ohh skilled craltsman- 
ship and a high ideal of 
~~ makes possible 
€ precise uniformity 
and superior finish of 


CRIFFIN Hinges «s 


RIFFIN 





Manufacturing Co 
ERIE PENNSYLVANIA 


ranch Offices_, 
45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
28 BINFOAD ST. BOSTON 
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EASY MONEY with 
PREMAX PRODUCTS 


ASY because we back 

them up with real ad- 
vertising and sales help 
for you. 


PREMAX 


Tent Manufacturers 
everywhere have chosen 
Premax ‘Products to com- 
plete their equipment and assure sat- 
isfaction to their customers. Premax 
Rustless Steel Tent Stakes and Tubu- 
lar Telescoping Steel Tent Poles are 
standard equipment with the best 
tents. 





Your market is in the replacement of 
inferior equipment. No price compe- 
tition, for you can say to your cus- 
tomers with absolute confidence— 
“this is the best.” 


Whether jobber or dealer we 
can help your sporting goods 
department make more 
money. Figure now on add- 
ing Premax Stakes and Poles 
to your line for next season. 
Mail coupon for complete in- 
formation. 





PREMAX PRODUCTS 





Niagara Metal 
Stamping 
Corporation 


Niagara Falls, N. Y. 
Dept. HA-1 








Niagara Metal Stamping Corporation 
Niagara Falls, N. Y. Dept. HA-1 
Send prices, specifications, samples, 
OIPREMAX STEEL TENT STAKES 
ee. TELESCOPING TUBULAR STEEL TENT 


Safety and 
Durability 


—BROWN’S 






The new model 
Auto-Spray 


No. 9 has 
seamless brass 
pump, and all 
brass ball 
check valve. 
Screwlock, 
with collar, and 
nut of brass. 
Now equipped 
with a two foot 
extension rod 
and 45° elbow 
nozzle for 
reaching down under low plants or up on 
tall plants and vines, a feature that 
at once appeals to purchasers. Tank of 
brass or galvanized steel; lock seamed, 
closely riveted and soldered. That’s real 
protection, insuring safety and durability. 
Clog-proof nozzle. A favorite everywhere. 


Ee ee ee 6 eneepee re seme 





3 = ~ s 
ep: \vae 
We Spray Wi th Hare 


Auto-Spray No. § 


Auto Spray No. 5 is a double action, high 
pressure sprayer. The most powerful 
pump of its size. Easily generates a pres- 
sure of 200 lbs., throwing a continuous 
stream. Double strains the liquid to keep 
the nozzle clear. Suction end will not work 
out of the bucket. Equipped with four 
nozzles. Can be supplied with brass or 
galvanized knapsack tank. Popular for 
various uses. 


The Brown line offers “A Sprayer for Every Purpose” 





IHE EF. C. BROWN Company 
SPRAYERS ano SPRAY PUMPS 
869 MAPLE ST., ROCHESTER, N. Y. 
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No. 263G Circular Spring Balance 


Scale Builders Since 1835 


That means a great many things, but one 
point is most significant — Chatillon 
Scales satisfy! ‘They satisfy the dealer, 
they satisfy the sealer. 


Only experience can bring out a line of 
scales that fully meet the requirements of 
the trade. This widespread knowledge, 
turning to the problems of the grocer, 
fruit and vegetable dealer, has helped to 
develop vegetable scales that meet with 
success everywhere. 


Large, easily read dials, sturdy construc- , 
tion, accurate weighing, and convenient, - 


properly sized scoops make weighing 
speedy and satisfaction positive. All 
styles and capacities. 


Write us for complete information 


JOHN CHATILLON & SONS 


85-99 Cliff Street 


ESTABLISHED 1835 


New York City, N. Y. 
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Buy spruce ladders and step ladders. 

a Don’t buy cheap ladders and step ladders. 
You buy accidents. 
They cost you money to settle. 


i__| Send us your order and we will ship and give 
= you spring dating, guarantee you against 





— decline. 











Send for latest price sheet 


fF] WwW.w. BABCOCK C9, Bath, NY. 


| del Le tlle beetle tae east aelael alae estes aeleteebataeteelee asta eet aeaed sale ealeeedeeteteteet eles: 


| peme-engeuemeraaeencie: recommen gu semen eames 
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Sell the Best 
HARDWARE 
For Hard-wear 


For more than 50 years 
Bommer Spring Hinges have 
maintained their leadership and 
proven their superiority over all 
others. 

They have kept pace with the 
times, because they have been 
kept up with the times whenever 
improvement was possible. 


BOMMER 


SPRING HINCES 


ARE THE BE 


Replenish your stock with Bommer. 


They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 
made. 


Your Jobber handles them. 


Send for New Catalog 47. 
big help in ordering. 





















It is a 








Bommer Spring Hinge Company 
BROOKLYN, N. Y. 


Manufacturers 











Start the New Year 








NEW MODELS 
NEW LOCKS 
NEW COLORS 


BUT 

THE 

OLD 
PRICES 





STRATTON & TERSTEGGE CoO. 


Louisville Incorporat Kentucky 





The Holmden 
Lawn Weeder 


Is an Easy Seller 


No stooping or bending over 
Gets all the roots. 


Positively guaranteed. 
Liberal discounts. 


Sold through your 
jobber. 


Place fork of 
Weeder over weed 
and push. 


Holmden Lawn Weeder Co. 
1106 Schofield Bldg., Cleveland, O. 














Regular 
Skillet 


Women Like Our Skillets | 


Their attractive appearance wins customers right 
over to them. Built in several pleasing styles— 
regular (as illustrated), deep, shallow and also a 
wood handle skillet for those who prefer that type. 
Sizes for every requirement. 

All WAPAK quality, thoroughly dependable and 
rapid sellers as soon as displayed. 

Send for Catalog of our complete line of High 
Grade Hollow Ware. 


Our line is being shown in New York 
and Chicago by Frank & Sons. 











THE WAPAK HOLLOW WARE CO. 
Wapakoneta, Ohio 


))WAPAK 
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GREASE Cups | 
and Oi. Cups 


HE constant demand for oil and 

grease cups as repair and re- 
placement parts as well as for new 
work makes them an _ indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete. It consists 
of over fifty types each in several 
sizes. Whatever the need, there is 
an Empress cup for it. 






















REG U S PAT OFP 






Booklet No. L-103 gives full data on the 
complete line. Write for it. 


BOWEN PRODUCTS 
CORPORATION 


Main Office | 
AUBURN, NEW YORK if 


Branches if 
ere i61 Massachusetts Ave. 
cea Ue ag dee ean 412 Wrigley Bidg. 


CHICAGO 
CLEVELAND ..... ay ee fe 7113 Euelid Ave. 
Ts alt is go wa wk 2760 7 Warren Ave. ‘ 





eee 220 Broadway 
SAN FRANCISCO........... Monadnock Bidg. 


of the 
Zz Manufacturers of Empress | 
j’ Tey, Lubricating Devices 
ifferen Since 1890 


types 


LOWELL 


», QUALITY SPRAYERS 


Arrange NOW to Get Those Extra Profits 
the Lowell Line Brings You! 


Write for our catalog or see the Lowell Jobber in your community 
now. With the Lowell line to offer your customers you can effect 
a handsome increase in your sprayer business and profits next sea- 
son. For Lowell Sprayers are obviously greater values made of 
extra heavy materials, double tested—guaranteed perfect—all at 
the price of ordinary sprayers. 

One of the prime factors of successful merchandising is picking the articles 


that represent greatest values. When it comes to sprayers, there’s absolutely 
no question—it’s Lowell. 








No. <P 

















All Double Tested 
Guaranteed 
Against Defects 


LOWELL SPECIALITY (oO 


LOWELL ~ MICH. 
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SPRING HINGES 


A Strong Connecting Link 





In Spring Hinges, as in many 
other things, the strength of 
the “Connecting Link” is of 
great importance. 


(& Thickness Web 


Realizing this fact “Triplex” 
Spring Hinges have been de- 
signed with the barrels and con- 
necting web formed from one 
piece of metal, folded in multiple 
_ thickness in the web. This con- 
struction provides spring barrels of single thickness, giv- 
ing minimum outside diameter without reducing spring 
power, and eliminates joints where the metal forming 
the barrels continues as the web. 

This avoids exposure of springs to moisture which would 
cause rust and breakage. 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. Ss. A. 











The “‘Tripler’’ 
Type 2001 














STANDARD SIZE 
WIRE ALWAYS 


When you buy Hard- 
ware Cloth you are en- 
titled to standard size wire. 
Every roll of Superior 
Brand Hardware Cloth will 
be found true to the Hard- 


= 


ware Cloth size standards. 
It is made of smooth, 
round wire woven evenly, 
and heavily galvanized. 
Standard Hardware 
Cloth is a quality product 


in every detail, but costs no 


more. 





pareve, 


G. F. Wright Steel & Wire Co. 
Worcester, Mass., U. S. A. 
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Clemson Brothers have spent three generations in 
producing the Star Hack Saw Blade and they 
manufacture nothing else but the Hack Saw Blade. 


Let us send you samples 
of this Blade free. 


CLEMSON BROS., INC. 
Middletown, N. Y. 











Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS OF THE SEVENTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Stores carrying hardware in United States 
and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada arid 
Foreign Countries. 

Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery Supplies. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers and Retailers. 

, Mail Order Houses handling hardware and housefurnish- 
ngs. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. Every sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the Seventh Edition. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retail prospect records, 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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Swedish 
Pansar 
Files 


G PANSAR 


Trade Mark 








Flexible 
Blades 
Tanged 
Half-Round 
Bastard 
Smooth 


Circular 
Cut 


Fully 
Guaranteed 


We carry a full line of files, chisels and pliers 
Write for catalogue 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
116 Broad St., New York, N. Y. 


Minneapolis, Minn. 304 Railway Exchange Bldg., 
Seattle, Wash. 


Montreal, Can. 














Selected Socket Sets 


Cabinet 800 contains a common sense 
assortment of MOSSBERG Socket Sets 
selected to meet car owners’ and me- 
chanics’ everyday needs. All sockets of 
chrome molybdenum steel. 

Sales are materially increased by dis- 
laying this cabinet on your counter. 
t has often emptied itself in seven days. 








Price complete $75.00 


FRANK Mossperc Corp fitch. tis. 
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Set Any Saw 





quickly— 

easily and 
accurately— 

with the 


> oO OP 





No. 695 
Patented 
April 8, 1924 


Pistol Grip 
Saw Set 


The exclusive oscillating plunger, set to the pitch 
of the tooth, permits setting both sides alike. A 
handy tooi that should be in every carpenter’s kit 


E. C. STEARNS & CQ., SYRACUSE, N. Y. 
Makers of good hardware since 1864 
Lawn Mowers, Lock Fast Gates, Saw Vises, Clamps, etc. 


Sales Representatives 
W. R. Voorhees & Co., 417 Market St., San Francisco. 
Thomas A. Troy, 150-152 Chambers St., New York. 


Canadian Representative 
George J. B. Ramsden, St. Thomas, Ontario. 
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Plumb Attachment MOVES 


Put the- display (illus- 
trated at the bottom) on 
your counter and watch 
how these handy little 
pocket levels MOVE. Me- 
chanics and others who 
use tools are quick to ap- 
preciate their quality and 
utility. They can be used 
in numerous ways and 
are as accurate as any ex- 
pensive level. The price is 
another attractive feature 
—60 cents retail. 


Send for a trial order to- 
day. 


Modern Utilities Co. 
140 So. Second St. 


Harrisburg Pa. 
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YOU CAN SELL 


Graffco Picture Hang- 
ers and Glass Pushpins 
to Every Customer 


Sidewalk . 
I € a There is a need for them in every home and office. 


The GLASS PUSHPIN for hanging light articles—the 
PICTURE HANGERS for anything up to 100 pounds in 


lee Chopper weight. The Pushpins are furnished in two sizes—the 


Picture Hangers in three sizes. Display Case FREE. 














wn Our new, complete. catalog mailed upon request. 
Something difterent—a eee centenarians 
real tool that lasts for 20 Beacon Street Somerville Boston 42 Mass. 
vears, does twice the work 
and much easier. ‘Tool steel 
edge, real hickory handle. 
Your customers are buying 


these, are willing to pay the 
price. Put in at least a few A FULLY RODDED VARNISHED 


of each size and see how fast 
pean 4 STEP-STOOL 




















Cities all over the North are AT $7.50 PER DOZEN 
standardizing on them — better —_— 
get in on these. | A FULLY RODDED 
Ask for lee Chopper Folder STEP-LADDER 
| WITH RIVETED TOP, ONE-PIECE PAIL- At 
20c. PER FT. IN 3, 4, 5, and 6 ft. LENG 








ABOVE PRICES ALL F.O.B. FACTORY 


The L. & I. J. White Co., Inc. STERLING STOOL & STEP-LADDER Co. 
125 Columbia St. Buffalo, N. Y. 



































Show More, Sell More! 


*“-«# mee 





ey A= Everywhere, live hardware dealers are making money on 
— = + ne Green Line Tool Cases. They are Practical, good looking, 

> sturdy and easy to sell. Green-Case, Inc. helps you get 
the business. See your jobber and write us for catalog. 





Green-Case, Inc., Racine, Wis. 
New York Office and Warehouse: 89-91 Warren St. 


rot, <The GREEN Line) "sx! 

















— 7: ee 


Carrick Hardware Co. are increasing their sales by using Heller Equipment S T A y a W E : 











Take the pictures out of the mail order catalog and Paint and Varnish 
they won’t do any business. Remover 

Your display of the original article is more appeal- 

ing than any picture that may be had. me “a or Rut oy 
A Heller man can show you how to get an increase VARNISH AND PAINT | tee 
of from 50 to 100% if you will follow his simple, SOFTENER MADE. | REMOVER 
inexpensive tried-out plan. It won’t cost a cent to : a p aici: | 

talk to him. Just mail coupon TODAY. _Its widespread popularity and 

big sale carry conviction. 
700 Bryant St., Montpelier, Ohi It is reasonably priced, car- 

W. C. Heller & Co. 20 Yoour St., a cede Gao , ries a good profit and sells 
Kindly have your man call. I would like to increase my knowledge readily. 
of Merchandising Hardware. RELIABLE PASTE CO. 
N 3223-25 Cottage Grove Avenue 

Ba oO OSOHSSSSOHSSSSSHSSOSHSSS SESE SESSSSHOSSSOSOESSESO SSO SOS ESO SRHSSSEES Chicago, Illinois 
CC ee eT ere et eee ee eee Dry Paste—Paint and Varnish Remover—Calcimine 











1/6/27 
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OFAIN TOOLS 


SUPERIOR IN QUALITY AND DESIGN 
Winning Their Way with Mechanics and Dealers to the High 
Position Held by 


[UF A NM TAPES *” RULES 









en 





~~ ne 3 Wace? |e 2 


We offer also 
GENUINE STAINLESS 
STEEL TAPES 


Send for 
Catalog No. 11—Tapes and Rules 
Catalog No. 5—Tools 


THE JUFKIN fpuLe £0. 





SAGINAW, MICH. NEW YORK 








LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 











shipment. If you would like our prices, send us Round Feeders in 
a list before buying elsewhere and we will quote Galv. Bright Tin and Star Fount 
Enameled Fits Mason Jars 


you on Seeds of various kinds in bulk, in litho- 


wg! cartons x 1. oP. ; . Rage 4% |b. and in 
at Papers. e would also like to quote you on 
Mixed Lawn Grass. Please give us the oppor- ae [Ze DAL AP ADAP op al) 


——— U8! U JU UD) 0 Ui LU) ‘0. y je: 








tunity. 





——— eee a 


m9 buying for delivery after 1926 crop, send us a 
t of your wants that we ee re on a Eclipse Feeders, Galvanized and Bright Tin 
the proper time. 


We are the oldest Seed The Big Baby Chick Season 


House in America, this be- P ; : : 
ing our 142nd year in the will soon be here with its lively demand for poultry 
Seed Business. Had we not equipment 

grown good seeds, given quip : 
good attention to business, 


good service and fair prices “Moe’s Line” is a standard, complete and popular 
we would not have caieted priced line, helps the poultry raiser to save time, 
so long. labor and feed, and will make satisfied, repeat cus- 
Business Established 1784. tomers for you. 
Write for latest catalog and prices. 
D. Landreth : 
Seed Co. HOEFT & COMPANY 
Bristol, Pa. : ' 
_ 2305 Davis St. North Chicago, Il. 
































The “Woodpecker” Way 


Extra Hammer Sales and More Profit 


There are thousands of old crippled hammers in use that still do 
almost the work of a NEW ORDINARY HAMMER. 
“Woodpecker” NAIL HOLDING HAMMERS induce EXTRA 
SALES because they DO MORE WORK. 


There is thirty-five cents MORE PROFIT for vou on each “Wood- 
pecker” sale than on most ORDINARY HAMMERS. 


“Woodpecker” Hammers are invaluable on all construction work. 


They give 14 inches longer reach. 
They hold all nails to size No. 30. 
They save risks on scaffolding. 
They save sore hands when set- 
ting nails (see cuts). 





ee Crucible Tool Stecl—Perfect balance and claw. ee , 
Risk Without Reach | FULLY GUARANTEED —List $2.50 meneh Without Risk 


The T. @ H. Tool Company, Elyria, Ohio 





a 
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“COLD HANDLE” FRY PANS AND SKILLETS 












Made in the “L. & G.” 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 
convinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 














The World’s Standard 





“SPECIAL” 
SAWSET 






» Prorat ee 





Which Hod Would You 
Rather Carry? 


If you had to haul mortar fu: a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 


—— 


The Morrill Nail Puller 
will pull nails twice as easy, 
twice as fast as any other. 
Once used, always used. 





leaky hods simply because they have not been Tools are either good, or no good. Morrill products are 
shown the sensible and better kind. designed according to the best practice of the day, are made of the 
most suitable materials obtainable, by skilled workmen and do their 
This open field of profit is yours for the work perfectly. 
asking. Write us at once for details. Look up,our line of Sawsets, Nail Pullers, Bench Stops, Hand 
Punches, Lead Seal Presses and Liquid Soap Dispensers in your 
Th Cl | d Wi S ° C ‘‘Hardware Buyers Catalog’’ and order through your whole- 
e evetan ire pring O. saler. 
Cleveland Ohio 


CHAS. MORRILL, Inc. 


nen 102 Lafayette St., New York. 





























HOUSTON’S | 
Gold Medal Rock Hard Water Putty | J 


Will Not Chip, Break, Warp or Crack | 
Quickly Dries Rock Hard—Stronger Than Wood | y MAILS INT | 


Just the thing for every home! Needed by every painter and carpenter. > 7), z 


{ 
Has hundreds of uses—filling cracks; repairing friezes, ornaments, furni- | fy. : ee BV is Sl 
ture and woodwork. Permanently sticks to wood, cement, plaster, stone 1 ee ah ff ; | 
re compositions of all kinds. Easy to mix. Can be made to match any 

shade. \ 


e . j ‘ 
: \ | ~~ 
Easy Salés, Quick Profits g fl USED By Sui? BUTLDERS 4 
Sells at sight. Im handy cartons. Retails at 1 Ib., 30c.; 2 Ibs., 6Oc.; &g : a ee T 
5 Ibs., $1.40; giving dealer 40% quick margin, A great repeater. Write Ci ail 
for samples. Ask your jobber or order direct. ? 


GOLD MEDAL PRODUCTS COMPANY Gam \I 


Makers of Houston’s Famous Wax Products | Lf os Tad 


I 


| 





i 
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We'll sing just one Song as long as breath lingers— 
Sell, we beseech you, Sell Anchor Brand Wringers, 


Sell them from dawn until night at Eleven, 
Make the best year of all, Nineteen Twenty-seven. 





Thank You! 








Lovell Manufacturing Company, Erie, Pa. 





Manufacturers of The Best Wringers Made 

















Bores Any Arc 


of a Circle 


FORSTNER 


Labor Saving 
AUGER BIT 










| Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 

consequently it will bore any arc 
a circle, and can be guided in any 

direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. or core boxes, fine 

and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 








MORE than a 
high grade Sash Cord 


Yes, sir; you can sell a lot of SILVER LAKE 
for sled rope, jump rope, and a host of other 
every-day uses—if you'll but examine tts tex- 
ture and convince yourself. As a window sash 
cord (if properly installed) we protect you 
with a 20-year guarantee. Isn't that ’nuf sed? 
The S.L. Handy Package is a profitable 
item, too. Contains enough for four window 
cords and full instructions for installing. 


Ask your wholesaler. 


SILVER LAKE COMPANY 


Newtonville, Mass. 
Manufacturers of Solid Braided Cordage. 


=> Obi © ee a 


Cordacge 


















COA 






MUTT 





Repeat Order 
QUALITY 





Bemis & Call Wrenches offer more than 
immediate sale possibilities. Their excel- 
lent quality and improvements guarantee 
a large and more satisfactory business of 
repeat orders. 

They make good 
friends with*their users. 
are your best assets. 

Handles, Frames and Bolsters are one 
piece, powerfully braced. Screws are made 
of solid high grade steel. Bars forged 
from open-hearth steel with oval front and 


in service and make 
Their “friends” 


back. 


We will be glad to send you prices. 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 


NUL 


" 
iil 


A 


UA 
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the IMPROVED B.K S. Door Check 


Fully Guaranteed. Easily ap- 
plied. Accurate adjustments 
by side screw and lever. Most 
powerful check on mar- 
ket, size for size. Lower 
in price. Fine bronze 
finish. All sizes for all 
doors. Dealers wanted. 
Ask your dealer about 
the B.K.S. or write 
direct. 

United Hardware & Tool Corp. 


74-76 Reade Street 
NEW YORK CITY 























ee Manufacturers of ————— 
“Quality Hardware Since 1876” 
Window and Door Specialties 
TuHeE H. B. Ives Co. 


New Haven, Conn., U. S. A. 


sree W CAPITOL atocncuace 


No. 18 Natural Finish Handle 


Get Vaughan’s Prices | The handiest of all lawn 


on ice picks before placing your 1927 orders tools. Mekes a lawn look 


on neat, well cared for. 
Vaughan Built In Quality—octagon shape metal capped, : : 

nickel plated, die closed—cannot come off. Deep drawn WL It’s easy to trim and edge 
ferrule, nickel plated; high carbon tool steel blade, hardened vy with the Capitol. 

and ground needle point. Length about 834 ins. Our large A aie That’s why the demand has 
production enables us to quote low prices. om ki. es = increased from year to year. 

















Write for prices and samples now—today mba pain 
Vaughan Novelty Mfg. Co., Inc. a Granite State 


3211-25 Carroll Avenue, Chicago, Illinois 1 mos i Mowing Machine Company 


HINSDALE N. H 














The Busy Bluebird 


Every kitchen has a place * % 

for the Bluebird Clothes Ul r 1 O ~ 1 t 

Reel. Every housewife will 

buy a BLUEBIRD for her n 
kitchen when she sees how 

handy and inexpensive it is. Creates Customers 

If your Jobber cannot sup- 
ply you—write us. 


Patent Novelty Co. 


Fulton, Illinois 











Fa 


GOOD window display is the 
best cutlery salesman you can 
engage. No man can resist 








CLEANLINESS FOR the glitter of a well-arranged knife 
assortment; it stops him every time. 

EVERY HOME Once his interest is aroused it’s an 
Sexton Underground Garbage Re- easy step to a profitable sale; profit- 


ceivers really interest the home- 
owner. 


able not only in the gain from that 
Strongly made. Attractive green one sale, but in the building up of 


top with foot lever sets flush with good-will for continued business. 
ground. Vermin and _ freeze- 
proof. Guaranteed against de- 





The merest novice of a window- 
composition for ten years in nat- trimmer can qualify with the best 


ural soil. by taking advantage of the display 
Full line of Ash Cans. Write for ideas in Hardware Age. 


catalog and prices. 
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— 


Folder and 


representative 





Write for Illustrated 


proposition or wait for our 


at GUNS Double Barrel 


our 1927 


to call on you. 


Hammerless and Hammer Guns 


Single Barrel Guns 


CRESCENT 


The most serviceable, popular line of 
low-priced Shot Guns made in America. 


Nationally advertised in every well- 
known sporting publication. 


—Acquaint Yourselves with Our MANY MODELS— 


The H. & D. Folsom Arms Co. 


314 Broadway, New York 


Also Manufacturers of FOLSOM (Audley Patent) HOLSTERS 


















sell 


Newark, N. J. 


STAR HEEL PLATES 


They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed male- 
able iron and are larger and heavier than other brands. 


STAR HEEL PLATE CO. 


“PIONEER BRAND” 


Send us your order today. 


No. 6 


No. 5 


No. 4 


No. 3 
No. 2 
No. 1 


No. 0 





These illustrations are % size 


LOUIS SACKS, Inc. 
U. S. A. 














For Homes and Office Buildings 


Housewives and janitors will no longer wring 
mops by hand if you display Boller Mop Wring- 
ers. 

Our National Advertising is sending customers 
to dealers for their popular Mop Wringers which 
sell at reasonable prices and save time and labor 
on every job. Sizes and styles for every require- 
ment. 

Ask your Jobber to supply you. 


our fy, LAX ue’ ENA , 
Ee +0 ener j 
é 6 (fa! g AY, j AK I} 


RAN 
aa A WL AALS i] 
. Vy fi7 b 








“Derby Pulthru” . No. 9 Challenge 


PETER PyOLLER MACHINE WORKS 
126-128 N. Curtis St. _ Chicago, II. 








Patented 








Sherman Hose Couplings are made of 
heavy wrought brass—accurate ma- 
chine cut threads—deep, clean corru- 
gations. A high quality item. Made 
in hose sizes—34”, 14”, 544” and 34”. 
In cartons for stock. 


H. B. SHERMAN MFG. CO. 


Quality Fittings Mean Hose Efficiency — Px 
THE SHERMAN WROUGHT BRASS HOSE FITTINGS < 


have reached the highest level of quality in garden hose acces- 
sories through years of experience and research in manufac- 
turing. It is to your advantage to carry the best. 


The New Diamond Nozzle. Surpasses 
any nozzle heretofore offered to the 
Trade. It is larger and will throw a 
stream farther and more even. A per- 
fect spray is always assured. Made in 
34” size only. 


. Battle Creek, Mich. 
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The Big Seller for Leaky Boats 


Hundreds of Dealers are find- 
ing Jeffery’s Waterproof Ma- 
rine Glue (Nationally Adver- 
tised) a steady, profitable seller 
for boat owners who want no 
other glue, because 
once used it makes 
a boat — absolutely 
and permanently 
leakproof. 

Write for Trade-prices. 











It Makes Seeds Grow! 


If you want your seeds and your seed 
business to grow, stock and recommend 
a 100% pure, safe, effective, fertilizing 
agent— 


Sheep’s Head Brand 
Pulverized Sheep Manure 


Nature’s basic soil dressing. 100% pure manure, 
made commercially desirable by our process of handling. 
A complete plant food which contains, naturally, all the 
vital elements necessary to produce virile plant life, 
including nitrogen, phosphoric acid, potash and— 
HUMUS! Sterilized of weed seeds. 

Packed in neat containers (2, 5, 10, 25, 50, 100 pounds) 
for convenient distribution to home owners, golf clubs, 
— gardeners—anyone who grows things in the 
SO - , - 

Write for prices and free leaflet, “How to Make Se ae of 
Beautiful Lawns and Gardens.” 27 


NATURAL GUANO COMPANY 
814 So. River St., Aurora, Ill. 








































cevcbecereetety 


NATIONALLY ADVERTISED 


Approved by Leading Testing Laboratories 
Cuaranteed 7 ame Priced 


P|" 
4. 22— rae ) 


soc ca. AJAX sock? eat, 75C EA. 75c List 


TWO OR THREE CONNECTIONS FROM ONE SOCKET ieee 
Leaves Lamp in seition Intended ene Use of ) - a pe peed 
Ordinary Snece ; Serews into Receptacies 
ng With Deoor—INSIST ON AJAX. 















(Sharp Steel Points) 
Style “E” All Brass 36 - 10c Blocks 


also 
« “EC” Enameled Colored, Red, 
White and Blue 36 - 10c Blocks 
Each Assortment in Attractive 
Counter Display Dealers $2.10 

























> APA, Send for illustrated folder and Price List 
<a mea asc EA. RL including Celluloid Covered & Number- 
m2 | 60c List © ena : 





ves eer iit 





Moore Push-Pin Co. 
(Wayne Junction), 
Philadelphia, Pa. 


| Free Gist snifos eaves, 


0. Lindemann & Co. 


Manufacturers of 


d 
Manufacturers - Jobbers Supplied Complete or in yodigr to Allow 
beral Discount for Profitable Resale. 
AJAX ELECTRIC SPECIALTY CoO., St. Louis 
Complete Price Sheets on Request 


Cae a ae ena _ A Se A | . . 
HO907 999777 
aa ehaaaaa2a* * * 


*‘B”’ Extension Set Standard 
pecial. 




















WE WISH YOU 


A PROSPEROUS YEAR 






for 1927 BIRD cunt anh 
MacCOY SALES CO., INC. CAGES Established 1863 
Be Waswan Sepact New York City 35-37 Wooster Street, New York 














YERDON CAST 


BRASS HOSE BANDS 


give JUST THE SERVICE you want Hose 
Bands for on All Hose Connections. A trial 


Get an “‘Edge’’ on Sales! 


Dealers are doing it with the Dazey 
“Sharpit.” It puts a keen edge on any- 
thing——knives, scissors, sickles, toels. <A 
quick and ready seller—and a profit 












DAZEY Coma * will convince. 
= — a WILLIAM YERDON, Box 102, Fort Plain, N. Y. 











Are You Selling Your Share of Toys? 


When a dealer can sell more than $500.00 worth of Electrical Toys in a year and 
$9,500.00 worth of other toys, it demonstrates that there’s real money in the toy 
business. 

The story of this dealer’s success is typical of the practical help which HARDWARE 
AGE is giving its readers. 

A regular reading of the editorial and advertising pages of HARDWARE AGE will 
give you a background of selling knowledge which will contribute substantially 
to increasing your profits. 


Hardware Age, 239 West 39th Street, New York City 
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“MARKWELL” 


fi meee RETAILS FOR $5.00 

a a 
o ; 

Driver. at or over $3.26 


Faster Than The Ordinary 
Driver 








MARKWELL NO. | PURE ZINC OR STEEL POINTS 


RED DEVIL MEANS {No. 


GLASS INSURANCE | 024 
“It’s All in the Wheel” 


Biggest 
LANDON P. SMITH, INC. |acw<, 


Prices F. O. B. New York Good 
111 Coit Street, Irvington, N. J. ~as 


H. A. MARKWELL MF G. CO., INC. Successor to Smith & Hemenway Co., Ine, Glass 


171 Franklin Street New York f (Glass Cutter) Business \ Cutters 


Ame 





























WHEELBARROWS 


Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts, and «scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 











catalog. 
Our new line of Combination Squares and Levels are ~ % THE TOLEDO WHEEL- 
live sellers because they meet customers’ requirements “a oo BARROW COMPANY 
to the letter. Accurately marked and easy to read. * ; _ : Toledo, Ohio 
Write for Booklet. \\ fa Branch Offices and Warehouses 


Philadelphia 


4A\MERICAN Rule Mfg. Co. " | ml | 233 North 12th St. 


Chicago 
486 Johnson Ave., Brooklyn, N. Y. 69 E. Wacker Drive 


URNI E | Give them PHENIX QUALITY 
24 YW fa Seeen euk Sie Sick 
Hangers and Fasteners 


Phenix Storm Sash Hangers and 
Fasteners are simplest, 10» eas- 

















The Soldering _ applied, oy PO 
efficient--that’swhy 

Paste that has they adhtest ten 
i - mprovements put 
—— cus them gage ‘class 
r over of their own. te 

tomers for 0 to-day for Catalos 
23 years. showing full 
Phenfx line 

Sample free. Samples free. 

















Sold by all leading 
—— I jobbers. 


BURNLEY BATTERY & MEG. CO. = ee ME 
NORTH EAST, PENN. PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 


























MILBRADT ROOF GUTTER SUPPORTS 


L ADDERS eaves trough hangers made by us which may be adjusted every 
eighth of an 


inch for 










Will pay for themselves in a drainage in 
short time by enabling you the gutter. 
to wait on more trade, save These hangers are 
the wear and tear on your widely through- 
fixtures and goods, as well out the United States. } 
as bring the appearance of fe 
your store up to date. Wyte fer enqateg Bo. i 
inv rite for catalogue show- 0 gay ay, Ms bal 
a large number of styles oan ~y a 
sultable for all kinds of Saaae. —— mM 
+ 
* 








° Free sample gladig 
Milbradt Mfg. Co. Peon oo 


2411 N. 10th St. 
St. Lite Mo. L. D. BERGER COMPANY 


51 N. 2d St., Philadelphia, Pa. 
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Opportunities 





Classified 






































ay 
> oe ° ) 
Use the “Classified Opportunities Section” to reach Hardware Manufacturers, | 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. | 
Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements | 
Opportunity Exchange Section b: Git: acteves ctineneevienieeaen $5.00 50% off rates quoted | 
Set Solid, Minimum of 5 lines. ...$3.00 Each additional inch............ 4.00 Address your advertisements and replies to 
ct eDitaesd Bue 60 Hardware Age, Classified Oppor- 
bp mankkS: , c : — tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
gape sng vo ecceces ~ .. 80 4 insertions, 10% off; 8 insertions, 15% Snannake dae i. Gumkiiek anah a | 
verage words to a line off Forms close Ten Days previous to date of ] 
Allow One Line for Keyed Address Remittance Must Accompany Order publication 
J} 
BUSINESS OPPORTUNITIES HELP WANTED 














\~ = OPPORTUNITY FOR GOOD SALESMAN—A well known sales or- 

a — a . pe sags Sa meng in pies Deswe and a 
° ° etc., to the wholesale trade. © cover part of the Middle West, east o 
WAN TED—Hardware Manufacturing Business Mississippi River. An opening for man experienced in traveling, and 


who has demonstrated his selling ability. State age, experience and com- 


L ARGE NEW YORK ST ATE pensation desired. Address Box H-362, care of Harpware Ace, New York. 


_ TOY DESIGNER—An old established on prone = | company is seek- 
MANUFACTURER ing a man capable of creating a line of stamped metal hardware and toys. 
Should be good mechanic with ingenious ideas. Splendid position awaits 


. . . ° ° right man. Large, thoroughly modern plant. Located within 100 miles 
with national sales force will add to its line by of Chicago. Write fully, stating age, experience, references and salary 


Purchasing the Business of a desired. Address Box H-376, care of HArpwAre Ace, New York. 


S S ( WANTED—SALESMAN CAILLING ON HARDWARE and House 

Furnishing Departments to handle our line of Garden Trellis, Arbors, 
Bird Houses, etc. We are the largest producers of above in the world. 
Liberal commission; attractive line and prices. Address GARDEN CRAFT, 














If you are a small manufacturer of any product for Cevetel Labe, Eilincie. 
Hardware, Auto Accessory, Radio, or Manufacturing 
trade, and are doing reasonably profitable local busi- _ WANTED—RETAIL MERCHANDISING HARDWARE MAN. Give 
ness with a reliable product that could be marketed SN er, iain Tes 
° ° : and enciose reterences. ion, ooutpern |} ir 1a. ress 
throughout United States, and would consider selling, ) H-358, care of Harpware Acz, New York. 
give your proposition in detail. If it interests us will 
have representative call. Will make fair proposition WANTED-—Salesmen calling on Retail Hardware Trade to sell our line 
and permit owner to remain identified with business. of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS WIRE PRODUCTS CO., corner 


__ Will also consider new product not yet on market First and Front, Grand Rapids, Mich. 
if merit is exceptional. Address Box H 320, care of - 
Hardware Age, New York City. 








SALESMAN WANTED at once; a live wire salesman for Southern 
Wisconsin to represent high grade line of Stoves, Gas Ranges and Furnaces 
—~) with an established trade. Address Box H-375, care of HarpwAre AGE, 



















































New York. 
~ a = — 
WANTED: AN EXPERIENCED HARDWARE SALESMAN by a New 
) M. M. GODSCHALK York Hardware Jobbing House for nearby territory. Salary or commis- 
Merchandising Engineering sion basis. Address Box H-372, care of Harpware Ace, New York City. 
Complete Service for Hardware Merchants 
Systems Installed Samples Mounted POSITIONS WANTED 
101 Park Ave., Room 1403, New York | . 
Telephone Caledonia 1374 _{ = 
a . ~|/{ HARDWARE EXECUTIVE 
FOR SALE—PROFITABLE HARDWARE BUSINESS in East Cen- warehous- 
tral Kansas in good farming community. Only hardware store in town. = yoo oe FT ae ao 2 
Stock and fixtures about $8,000. Sales in 1925, $46,000; 1926, $42,000. with some of the most representative manufacturers and 
—_ a. “4° for —% Cag 4 buy a big store. Address jobbers in the country. Excellent record which will stand 
ox H-369, care o ARDWARE AcE, New York. strictest investigation. Available after ponuary Se, for 
either factory or jobbing connection. Address x H-353, 
FOR SALE—ESTABLISHED HARDWARE BUSINESS in a prosper. | {§ care of Harpwarp Acz, New York. 
ous Texas town of 30,000. Stock and fixtures will inventory about $22,000. -) 











Address Box H-355, care of Harpware Ace, New York. 
——_ ST EXPERIENCED hardware man in shelf, heavy and supply lines, now 

$10,000 STOCK of hardware and fixtures at sacrifice as I am retiring employed, desires to make connection with jobber or manufacturer. 
from business. Also will lease finest business site in attractive and growing Twenty years’ experience as salesman, sales manager and buyer with two 














Charlottesville, Virginia. J. EDWIN WOOD. firms. Prefers the South. Address Box H-357, care of HArpware Acz, 
New York. 

HELP WANTED ESTIMATOR of builders’ hardware and other building material wishes 

to obtain a position, after January 1, in the Western States. Can work 


from blue prints. Widower. Age 37. Can furnish best of references. 
WANTED—Salesmen with retail hardware store experience who have Have had 9 years’ experience with prominent firms. Address Box H-377, 
the ability to meet the larger merchants and also thorough enough in work- | “#" of Harpware Ace, New York. 
ing their territories to call on the little stores as well. Prefer man between 








30 and 40 years of age. To such a man we have a proposition that will BUILDERS’ HARDWARE SALESMAN, 28 years of age, with 8 years’ 
net him $100 per week on a straight commission basis and an opportunity to experience, desires to connect with builders’ hardware concern; can esti- 
grow with a national manufacturer of twenty years’ standing. Territories | mate from blue prints and make up own specifications. Best of references. 


open are located in Middle West and East. State your qualifications fully, Address Box H-378, care of Harpware Ace, New York. 
naming positions held during past ten years and past earnings. Address 
Box H-367, care of Harpware Acr, New York. 





-— 








SALESMEN—PROGRESSIVE NEW YORK JOBBER requires a 


capable hardware salesman for Central or Southern New Jersey. Must “Ww ” 
be experienced in the line, possess initiative, good character and person- Let US Help You Word Your ant. 
ality. Write fully, ‘giving references.. Address Box H-297, care of 
Harpware Acre, New York. 
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Classified Opportunities 





SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 














| TO—EASTERN MANUFACTURERS AND 
) DISTRIBUTORS OF MERCHANDISE 
ON THE WEST COAST 


You are interested— 
FIRST: In economical distribution. 
SECOND: Getting a location that will SERVE the West Coast. 
{ THIRD: A reliable Warehouse. 
FOURTH: A low insurance rate. 
We are in a position to meet the most EXACTING requirements in 
connection with distribution, safety and faithful performance, which 
{ you have a right to expect. 
The best of references given. 


Our location, due to the fact that it is so near the Docks, means 
a saving to you as a result of the short haul on inbound handling 
charges. 
, We solicit your inquiries. 
THE CENTRAL WAREHOUSE AND DRAYAGE CO, 


164 Townsend Street San Francisco, Cal. 











| Manufacturers Attention | 


Dress your line up, in a modest, conventional suit. | 


In a hat, not too flashy and bold, yet not backwards. 
A diplomatic pair of shoes, knowing when and 
where to stop. And a pair of gloves, that receive 
welcome hands and leave a lasting impression. 
4 Just my right size and I modestly accept the nomi- 
2) nation. Am I acceptable to you, as the missing 
link to the hardware jobbing trade. Address Box 
H-365, care of HARDWARE AGE, New York. 














MANUFACTURERS! CALIFORNIA REPRESENTATION. 
Established Manufacturers’ Agency with a well-rounded sales organization 
that knows California, offers complete representation to a manufacturer 
selling either through electrical, hardware or automotive channels. Full, 
aggressive coverage assured. Write. WESTERN STATES SALES CO., 
INC. 286 Chronicle Bldg., San Francisco, California. Offices: Los Angeles, 
Portland, Seattle. 





Sales Representatives for Canada 


Wanted by manufacturers of high grade all metal window ventilator; 
admitted by the trade to be far superior to anything heretofore offered 

Product well established in United States handled by leading job- 
bers, Department Stores and better hardware dealers. Trade adver- 
tising, dealer helps and every co-operation. 


Address Box H-374, care of HARDWARE AGE, New York 














SALES REPRESENTATIVES WANTED—Salesmen calling on hard- 
ware and mill supply trade, to handle Manila and Sisal rope, and wire 
rope; also hard fibre twines, direct from importing manufacturer’s stock 
in New York. Satisfactory commission paid promptly on accepted orders. 
Only desire men who have standing with their trade, and who know some- 
thing about rope. Write, giving references, territory covered, and how 
often. Address Box H-352, care of HArpware Ace, New York. 





MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. We want none but those who can “mak 
good.”” For such our proposition is an excellent one. Address “S. H.,” 
care of HARDWARE AGE, New York. 





WANTED—Exclusive distribution of. hardware and specialty lines by 
firm acting as Manufacturers’ >. in Pennsylvania hard coal fields. 
To be sold only to Jobbing and Department Store Trade. Address Box 
H-366, care of Harpware Acz, New York. 





SALESMEN Caliing on Retail Hardware Dealers to sell an improved 
Anti-Window Rattler. A convenient, non-competitive side line offering at- 
tractive profits. See descriptive article in this issue. STOPSIT MFG. 
CO., 580 McAllister St., San Francisco, Calif. 





SALESMAN TO CARRY AS SIDE LINE, axe, hatchet and hammer 
wedges; also hack saw blades. Address SAWYER BELT HOOK CO., 17 
Warren Ave., Pawtucket, R. I. 


Make Your Wants Known 


{if it’s Hardware u have for sale or want to buy— 
make your wants own in ane Aga, the “News- 
business” paper of hardware and 

all over the United States. 

Harpwars Aas will bring buyer and seller together at 
minimum cost. 























REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies and garage 
owners like these cabinets. 


They prevent mixing of bolts 
or screws. 


Large capacity. Small space. 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


American Bolt & 


Screw Case Co. 
Dayton, Ohio 











ee — a 


ELEVATORS 
DUMBWAITERS 


Write for Our Catalog 
ENERGY ELEVATOR CO. 
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Plain or enameled in 


STRATTO = 
HANDLES 


Fer Small Tools, Utensils, Electrical Geods, Etc. 
Enameling, both baked end air dried. 


STRATTON MFG. CO. Stratton, Maine 
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WANTED —~ appmmmmeainng 
oO 





FENCE 
T#£ STEWART IRON WORKS CO. 


CINCINNATI. “OHIO 














225 Stewart BLOCK 


AXES and SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD MFG. CO. 


East Highgate, Vt. 














THE PERSONNEL OF THE FORMER 


JOSEPH F. McCOY CO. 


Wish You a Prosperous New Year 
IRVING HARDWARE CO., INC. 


12 Warren Street New York City 











Robertson “Horseshoe Magnet’ Hammers 


Permanent magnet which holds ! np 
the tack in position for driv- 710i ae _— 
ing. Awarded the Silver Medal a 

the highest offered) at the Panama-Pacific Exposition. 


— ee, and design trade marks registered U. 8. Pat. Off. 
ARTHUR R. ROBERTSON 94 Portland St., Besten, Mass. 









HACK “TL RNOX” saws 
carom, AD once 


“The Jools in Lhe Grail Bow” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS -— BAND SAWS = SCREW ORIVERS - GLASS CUTTERS 














For over 30 years the leaders in 
making tools for stone workers. 


Catalogue. 


TROW & HOLDEN COMPANY 


BARRE, VERMONT 











TAINTOR POSITIVE SAW SET 


a 


TAINTOR MFG. CO., 113 Chambers St., N. Y. City 


All steel. Fully Guaranteed. 
Send for Free Book. 








INVISIBLE HINGES 


Styles for“every use of houseo 


pen 3 la as eapere, = Simple fe in de- 
oe Sweetes C Catalogue Ce (pages 1678-9) 

Soss ost, Co., Inc. 

_. _ BROOKLYN, N N. Y. MG 








Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 

Made only by 


ANTI-Borax COMPOUND Co. 
Fort Wayne, Ind. 








Better MachineScrews 
for the Hardware Trade 


HARVEY HUBBELL, INC. Bridgeport, Conn. 














Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of sapeice is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 





J. L. THOMSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 

















SEYMOUR SMITH PRUNING SHEARS 


A Full and Gomeiete 
[Ane of Pruning Shea 








ener BRAIDED CORDAGE 
Manufactured by wae Cal AND COTTON TWINES 
Sales Representatives: John H. Grabam & Co. 118 Chambers Bt, Now York. BOSTON 


SAMSON aaah WORKS 


MANUFACTURERS OF 























Confidence in Lifampin, Brand 


Tungsten lamps is shown by 20,000 re- 


tailers and 500 jobbers who sell them. 
Consolidated Electric 
Lamp Co. 


DanVers, Mass. 


“‘Licensed under the General a 
Company's Ineandescent Lamp Patent 

















— “¢ LAWN MO MOWERS | 


C fn, 7, } 


a 
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THB ADVERTISERS INDEX is published as s convenience and not as a part of the advertising contract. very care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 












































A Graff-Underwood Co. ...........-seeeee0% 18 Penn. Lawn Mower Works........------- 25 
89 Granite State Mowing Machine Co....... 122 Peters Cartridge Coe... .cccccccccccccnces 65 
Acme Shear Co.....-....-...+----ssseees Green-Case, Inc..........20+:sseeeeeeeees 118 Phenix Mfg. Co............2ceeeeeeeeeees 125 
Ajax Electric ‘amend CO... 2. sees seen 126 SS, Bs Rv ccccsccvoseTereesys 102 Pittsburgh Steel Co.............+.eeeeees 71 
Allen Mfg. Co..........-.-sseeseseeseess 104 Greenfield Tap “& Die Pbtnennieahaskaed 2 Plymouth Cordage Co............+.-++++: 63 
Allith-Prouty Co. SEARASSR ESOL ORCS SESS SSS 92 a Se 111 PRET, Bites Ths Mice ccccccsccccccescccces 106 
Aluminum Goods Mfg. Co................ 61 Potato Implement Co.................+.+: 99 
American Bolt & Screw Case Co.......... 127 a a waeneooveeeeoes 105 
American mag yy cece eee ce eer eceees oo H Progressive Mfg. Co...............-+-+5- 121 
pon on hd. igaeeeebeeenehe: Ek 51 | Pyrex Sales Division..............-..... 1-11 
American Steel & Wire Co..............- 26 Hart Co., John M...........---.eeeeeeees ote 
Anti Borax Compound &e Ga Oe eS 138 ae 2 ping W. Cri. ccccceecccceeeee oe +32 ke 
Armstrong ros. Tool a ee ee nn eer eRe Cleo SRSS SSO CESETDS 118 
Weeee COs... cceccececes 114 I as sc cccuecconccesceeees 
Armstrong Mfg. Co...........cccccescees 93 ee eg ange ” ber tg an alae cane 12-13 Richards-Wileox Mfg. RA Ses i 
“So RE ANNE 128 xfor “Sl Pree 
Mattel, Mervey, inc Robertson, i i al ain 128 
B i nde endecceeeasncses 103 
Babcock Company, The W. W............ 113 I Russell, Burdsall & Ward Bolt & Nut Co. 31 
MOP GO Circ ccccoccccccccccecceseses . 100 Independent Lock Co..............--00+55 111 
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Depend on MILCOR >» for Elbows 


F it’s an elbow, Milcor has it, and you will find it’s made better! You owe 

it to yourself to to find out what Milcor is offering in quality and service. 
When you are acquainted with the complete Milcor Line, you are sure to 
appreciate its many advantages. So will your trade! 


Here is a simplified line. You can render better service, give your Trade 
higher _— and more practical equipment, carry less stock, and make 
more money by concentrating on Milcor Conductor Pipe Elbows, Furnace 


Pipe Elbows and Stove Pipe Elbows. 


What makes the Milcor Line better? Three factors — Ist, New equipment 
in an ideal Plant, built especially for this purpose; 2nd, The best raw 
materials available, uniform quality assured by our enormous volume; 
3rd, Long experience and the best of skilled labor. Add to these advantages 
the best service ever developed in this line — no wonder it pays Dealers to 
concentrate on the Milcor Line. Insist on Milcor once—then you will always! 


The various types of Milcor Elbows are made from Tin, oy Blue Steel, Galv. Steel, Steel 
Galv. after formation, ““Coppered Metal’’, Zinc, Copper or Rust-resisting ARMCO Ingot Iron. 
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MILWAUKEE CoRRUGATING Company, Milwaukee, Wis. 
CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 
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January 6, 1927 


1927- 


With the opening of the New Year we invite you 
to consider the following facts in your plans for a 


bigger tool business in 1927: 


More mechanics bought Snap-On Wrenches 
during the past year than ever before. 


Beyond comparison they are the preferred 
wrenches in the automotive field. You will 
find them in nine out of ten repair shops. 


Once a mechanic buys Snap-On Wrenches 
he continues to buy them and recommend 
them to his mechanic friends and to car 
owners. 


There are over 21,000,000 automobiles and 
trucks now running. Mostly owned by men 
who do more or less their own repair work. 


—_ 


oD. 


3. 
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Here are two tremendously large groups 
of wrench users who will buy Snap-On 
Wrenches from you and continue to buy 
them from you. 


The Snap-On Display Cabinet makes it easy 
for you to give these men a better wrench 
service than they can obtain from any other 
source. 


Snap-On service will win many friends for 
your store—as it has for more than five 
thousand other leading hardware stores. 





The initial investment is very small. 


Details will interest you. 


Snap-On Wrench Company 


Manufacturers 


Milwaukee 


Motor Tool Specialty Company 
Sole Distributors—14 E. Jackson Blvd., Chicago, III. 


Distributing Branches in Twenty Principal Jobbing Centers. 





ASSORTMENT 
‘cet Dxtra Sockets and Handles As Needed 
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‘The sign of a good f 
.. +. put it over your store 
! 
’ Everyone knows Our new $5 fan 


General Electric quality is a wonderful leader 


Let people know, by displaying The six-inch model, which retails 





this sign, that you sell G-E Fans. 
You will be surprised to find how 
many new customers you will 
get. Everyone knows General 
Electric quality and when you 
offer them a fan made and guar- 
anteed by General Electric, the 
sale is quickly made. 


If you don’t know the address of the 
nearestG-E Merchandise Distributor, 
write us for it. G-E Fan Dealers are 
being appointed now. 
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for $5 is, in our judgment, the 
best fan ever offered at or near 
the price. It is a real fan, and our 
tremendous production makes it 
possible for you to sell it profit- 
ably at $5. It is just one of a 
complete line of G-E Fans of all 
types and sizes. 


Merchandise Department 
General Electric Company 
Bridgeport, Connecticut. 
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With an Irresistible Appeal 
and an Impressive Profit! 


A heater which is a departure from the usual type—a heater 
which is a decided improvement. «A portable light more 
versatile than any you’ve ever seen — more appealing than any 
you’ve ever sold. « A smoker’s lamp which invites one to 





clamp where one wishes—to read and smoke. 








/ 


The Seymour Electric Heater 


All-around distribution of comforting 
warmth—the old unbeatable idea which our 
parents and grandparents first applied in 
the oil stove, is embodied in a modern heat- 
ing apparatus which cannot be surpassed for 
general, all-around utility. 

More convenient than the prevalent type of electric 
heaters which cast their rays in one direction 
only, the Seymour heater stands sturdily on 3 
non-detachable feet, and will not topple over. 10” 
high, 9” in diameter, all-nickel finish. Wired for 
A.C. or D.C. house current, 110 volts. Long, 
heavy cord and plug which fits any light or wall 
outlet. 








The Seymour Portalite 


This versatile portable light clamps anywhere, in quarters so 
cramped that no other adjustable, clampable light could possibly 
fit into them. Up—down—right—left—the three swivel joints 
swing this light upside down if you so desire. Deep reflector 
shade eliminates glare, and throws a powerful light just where 
you want it. Felt-jawed clamp holds with bull-dog tenacity. 3 
finishes: Verde Green, Mahogany and Ivory. 


The Lees Smokers’ Lamp 


For the man who reads and 
smokes, writes and smokes, 
works and smokes. Stands 
anywhere —or clamps any- 
where. Shade tilts to any angle, 
and the unusual lamp-height of 
15 inches proffers a wide arc 
of illumination. Ash receiver, 
match box-holder and cigar 
rest are integral parts of the 
lamp itself. Made of solid 
brass throughout, in Bronze, 
Mahogany, Verde Green and 
Ebony finishes —all nickel 
trimmed. Complete with push 
button, socket, 8-feet of silk 
cord, and plug. 


Write at once for full 
particulars. 


J. F. RYAN & COMPANY 


342 Madison Ave. 
New York City 

















Reellife 


Handy Light on a Reel 


The 








Let Reelite speed up 


your accessory turnover 


All over the country, Reelite 
is enjoying a remarkable sale 
—for use as a repair light in 
the private owner’s garage, 
for lights, portable drills and 
other tools in the auto repair 
shop, for a basement utility 
light and for portable elec- 
trical devices in the home. 
Reelite automatically reels 
in Of pays out just enough 
cord, within a radius of 25 
feet, to reach the job. Yet the 


case of the Reelite is but 714 
inches in diameter. 

No awkward slack lying 
around to be tripped over 
and to knock things off 
tables. Makes the cord last 
twice as long. 

Display a Reelite in your 
store on the handy stand 
illustrated. It sells itself. Ask 
your jobber or send his name 
to us. Literature gladly sent 
on request. 


APPLETON ELECTRIC COMPANY 
1740 Wellington Avenue « Chicago, U. S. A. 


New York—150 Varick Street 


Electrical Goods Section 
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Los Angeles— 340 Azusa Street 









One stand, with pass-out 
literature, furnished with 
your first order for six. 








Decorate with Artistic Lighting Equipment 


COME TO CLEVELAND! 


National Exhibition of 
Lighting Kquipment 
Joint Conventions of National Assoctation 


of Lighting Equipment Dealers and Artistic Lighting 
Equipment Association will be held at the 


Hollenden Hotel, January 31 to February 5, inclusive 


On Display 
*Ceiling and wall fixtures 


Table and floor lamps 

Lamp shades and illumi- 
nating glassware 

Industrial and commer- 
cial units 

Lighting equipment — 
parts and supplies of 
all kinds 


Metal furniture, etc. 





A NATIONAL ORGANIZATION 


Watch for this emblem when 
buying lighting equipment. 
it is a guarantee of honest 
merchandise at a fair price. 


HeErgE, all that is best and modern in lighting equip- 
ment will be displayed under one roof. This is the 
onl, exhibition of its kind—nothing of greater educa- 
tional or business building value to the lighting 
equipment industry or to the user has ever before 
been attempted. 


Any lighting equipment manufacturer, jobber, 
dealer, builder, electrical contractor or architect, 
who would know of better artistic lighting equipment 
of quality, should attend this exhibition. Here, also, 
you will gain a more thorough understanding of what 
can be accomplished through co-operative effort in 
increasing lighting equipment sales and installations. 


Come to Cleveland—your attendance at this ex- 
hibition will result in knowledge that can be turned 
to profit. 

Certain days this exhibition will be open to the 
public, also, and these buyers are certainly interested 
in what you can provide them in better and more 
artistic decorative lighting equipment, properly de- 
signed to harmonize with their surroundings. 

Again, come to Cleveland! The most modern 


equipment for the home, factory or public building 
will be displayed here. 


Complete Details—Reduced R. R. rates will 
apply. Those desiring information as to space for 
exhibits may secure all details by writing or wiring 
Artistic Lighting Equipment Association, 424 Guar- 
antee Title Bldg., Cleveland, Ohio. 
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Buy a Utah and 
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the best the others are 
_ 2 a. If 

e Uta oes : 
not give better P ’ 
ediom nee, The Newest Addition to the World’s 
it to your dealer an 


bowdiicahand Most Complete Line of Speakers 


your money. 





UTAH 
+ STANDARD 
* 14” Bell ® 


UTAH 


JUNIOR 
11” Bell 


$12.50 





UTAH 
SUPERFLEX 


$10.00 








The New 


UTAH CONE SPEAKER 
141,” high 


Also Utah Cone Speaker 


UTAH BOOK SPEAKER 
Free Edge §$ 


1742” high l 6°°° . ‘hook, 1754 « 1398, $ 19. OO 


77m. Made in Salt Lake City V 


7 Y Y Yy G Y; 


UTAH RADIO PRODUCTS CO., 1421 S. Michigan Ave., Chicago 
















e are manu- 
facturers, not as- 


The only com- 
plete line of 
speakers on the semblers. 
market. 
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More Light Where Most Needed 


GuthLite represents the first big ad- 
vance in years in commercial illumi- 
nation. A super-illuminator in which 
diffused light is controlled, giving 
more light where most needed. 
Adjustable reflector controls the direc- 
tion of light vertically and horizon- 
tally, also the volume of light for 
ceiling illumination. 


Totally enclosed. Wide light distribu- 


tion. Uniform intensity. Low bright- 
ness at the source. Quick, easy 
removal of the globe for cleaning and 
relamping. 

Beauty of design is here combined with 
remarkable efficiency. Proclaimed 
the greatestinvention since Brascolite. 


Plain and decorative types, priced 
Surprisingly low. Write for Exclusive 
Sales Proposition and literature. 


The New and Improved AGLETE ‘Porcelain Enameled Unit 


The symmetry, compact- 
ness and permanence of the 
new, improved Aglite have 
made it the most widely 
used illuminator of its type. 


Always clean. Always like 
new. Three coats of per- 
manent porcelain enamel 
fused on at 1,600 degrees. 
Will not discolor, rust or 


Brascolite 








tarnish. Standard colors: 
white or ivory. 


Now made with porcelain 
tassel pull chain. Conven- 
ience outlet for attaching 
electrical appliances, if de- 
sired. Saves cost of wiring 
for separate wall or base- 
board outlet. Write for lit- 
erature and new low prices. 


Aglite 


She FpWIn EF. Guriat COMPANY 


DESIGNERS - ENGINEERS - MANUFACTURERS 


Lighting Equipment 
Sr. Lours, U.S.A. 
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liable merchandise ‘maul be 2 
concern of good reputation and distributed 
on a clean-cut basis is the one certain 
means of obtaining success in present day 
marketing. 


Into the ranks of Stewart-Warner Blue 
Ribbon Dealers have come concerns who 
have wished to identify themselves witha 
manulacturer on whom they could de- 
pend—large music and furniture dealers, 
department stores, public utility compa- 
nies and many others. 


One big reason why these houses have 
shown preference for the Stewart-Warner 
line is the distributing organization. Stew- 
art-Warner Products Service Stations han- 
dle Stewart-Warner products exclusively. 
Their activities are directed by the factory 
to a large extent. They have at all times 
lived up to Stewart-Warner policies and 


Ways maintaining list prices 
imme dealers with territoria’ 
have not attempted to obtain 





arper Blue Ribbon Dealers are given an 
opportunity to build a successful business 
on Stewart-Warner Matched-Unit Radio 
in their respective localities because of our 
protective franchise. 


If you, too, wish a radio dealership that 
will be successtul and permanent, if you 
wish to have back of you a manufacturer 
with twenty years of experience, with the 
facilities for large production and prompt 
delivery, then we suggest you investigate 
our proposition. 


Stewart-Warner welcomes as a dealer rep- 
resentative any concern of financial respon- 
sibility that will honestly and actively 
engage in the merchandising of Stewart- 
Warner Matched-Unit Radio. The success 
of other Stewart-Warner Blue Ribbon 


Dealers can be your success. 


STEWART-WARNER SPEEDOMETER CORPORATION 
1826 DIVERSEY PARKWAY, CHICAGO, U. S. A. 


The Stewart-Warner Air The- 

atre is conducted over WBBM 

{226 meters}, for your enter- 

tainment, and for demonstrat- 

ing purposes, every afternoon 
and evening. 


Stewart-Warner manufactures a complete line of cabinet and console 
models ranging from $50 to $400, somewhat higher west of the Rockies. 
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q 

' Advertising Department 

*STEWART-WARNER SPEEDOMETER COR’N 
1826 Diversey Parkway, Chicago, U.S.A. 


‘Please request your nearest representative to get in touch with us about oan 
give date 





Your firm name 


Address 





ry 
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ESHM 
PASTERPIES 


Quality with 100% reserve power— 
Genuine Mahogany Cabinet—All Metal 
Shielded front and sub-panel—power 
tube amplification—‘‘C’’ Battery con- 
nections — Non-microphonic sockets. 


Freshman Masterpiece products comprise a complete line of distinctive 
radio receivers—table models—many beautiful consoles with built-in 
cone speaker—trickle charger—power amplifier—“ABC” power supply 
unit—loud speaker, etc. It is one of the most complete lines in radio. 


Sold to Authorized Freshman Dealers Only 



















Write for complete information about the Freshman Authorized 
Dealer Franchise—the most profitable in radio. 


CHAS. FRESHMAN CO., Inc. 


Freshman Bldg., New York 2626 W. Washington Blvd., Chicago 


| The World's Greatest Radio 
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 Winsdor Wall or Table 
Type Cone Speaker 


Amazes Radio World 







Rear view at left shows large compartment 
with ample space for batteries, battery 





charger, or battery eliminator, which are 
entirely concealed from view. Back is open 














Model 210 
(Pat. Applied 


ae For) 


The latest model Windsor Cone Loud- 
speaker has astonished the world of 
radio. In convenience, quality of recep- 
tion, and extremely low price, it far 
surpasses anything yet offered. The 
cone is 22 inches in diameter and is 
supported by an easel back. It can be 
hung up on the wall, as in the picture 
above, or stood upon any flat surface 
as shown in the picture below. It 
contains the famous Windsor loud- 
speaker unit noted for its extreme 
clarity and fidelity of reproduction. 


“ 







Model 210 


22-inch Cone 
Loudspeaker 
with easel back 


$150 


(West of 
Rockies $18) 
(Pat. Applied For) 








Model 302 (Shown below) 
With Moulded Composition Horn Loud- 
speaker and 18-inch Cone Loudspeaker. 








(Pat. App.ied For) 

In this Windsor Console 

is combined both the 

Windsor Moulded Com- 
position Horn Loudspeaker and the 18- 
in. Windsor Cone Loudspeaker. The 
top is 30 in. x 17 in. and stands 29 in, 
high Plenty of battery and equipment 
space is provided by large shelf in 
rear. Price, finished in 00 
Mahogany or Walnut $4,809 


(West of Rockies, $55) 
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for ventilation of batteries. 


At right is shown the Cone Louds 
with its panel, which is quickly an 












or other equipment and wiring. 





(Pat. Applied For) 


removable, allowing instant access to all 
batteries, battery charger, battery eliminator 


Model 200—with 22-inch Cone Loudspeaker 








Model 200 


$29 


Console 
with Cone 
Loudspeaker 
Ready tor 
Set and 
Batteries 


(West of 
Rockies, $35) 





2?.inch Windsor Cone Loudspeaker. Its top is 30" x 17" and 


| This Windsor Cone Loudspeaker Console is equipped witha 


is 29" high. The battery shelf provides ample space for bat- 
teries, charger, battery eliminator and other equipment. 
Beautifully finished in either Mahogany or Walnut. 


This is the Fastest Selling Line of 
Loudspeakers and Loudspeaker 
Consoles in the Radio World Today 


Model 100 


with Moulded Composition 
Horn Loudspeaker or 16- 
inch Cone Loudspeaker 


(Pat. Nov. 18, 1924) 


Above is shown a beautiful Windsor Loudspeaker Console, 
finished in either Walnut or Mahogany, which provides ample 
space ontop for any radio set. The battery shelf beneath will accommo- 
date all necessary equipment. Equipped with either Moulded Compo- 


sition Horn or 16-inch Cone Loudspeaker. Size: 38 in. 

x 18 in., and Zin. high. Price . . .« © © oe $4.00 
(West of Rockies, $42.50) 

To the right is shown the newest Windsor Loudspeaker Console. It is 


equipped with a 22-inch Cone Loudspeaker and cabinet suitable for 
7-inch radio panels up to 26 inches in length. Battery shelf provides ample 


epace for all equipment. Beautifully finished in either s OO 
Walnut or Mahogany. Price (without receiving set) . . 44 
(West of Rockies, $52.00) 


a _a/ore « Write or wire today for details of 
N ate Lo De ale rs. the highly profitable Windsor line. 


Electrical Department 





The quality of radio reception made possible by 
Windsor Cone and Horn Loudspeakers and Loud- 
speaker Consoles so far surpasses anything heard 
heretofore that it amazes and delights every radio 
enthusiast. The Windsor Line is so complete that 
everyone can find in it a loudspeaker, loudspeaker 
table, or loudspeaker console exactly to fit their par- 
ticular needs. 


(Pat. Applied For) 


Model 1000 


with 22-inch Cone 


Loudspeaker 


WINDSOR FURNITURE COMPANY 


1404 Carroll Avenue ° 


CHICAGO, ILLINOIS 
Los Angeles Branch—917 Maple Avenue 
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You can depend 















The New Horton Automatic Ironer, 
30 inch complete open end roll. 
Electric or gas heat. Electrically 
driven. 
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The Horton No. 34, copper tub 
electric washer. Submerged 
Agitator type. 
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The Horton No. 40, copper The Horton No. 33, wood The Horton No. 23, Motor The Horton Na. 30, Peerless, 
tub electric washer. 3-cup tub electric washer. Agita- High Speed,wood tub, hand wood tub, water motor 
suction type. tor type. power washer. washer. 


HORTON “roness 


GOoOoD PRODUCTS — Yes/ 
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A Complete Line~ \; 
Dependable in Quality of 
Manufacture ~ Dependable 

in type of Appliance 

















Cp an must be something back of a 


name and a product to endure 
through 56 years. 


There must be something more than factory, 
men and materials. 


The first washing machine made in America 
was a Horton—built in 1871. Though crude 
in design, compared with the Horton of to- 
day, it was rightly principled —soundly builkt. 


Through the years, this same basic funda- 
mental — of sureness and soundness, has 
characterized every Horton achievement. It 
was the ideal which guided those who di- 
rected Horton in 1871. It is the same spirit 
which guides Horton today, not only 
in manufacturing policy, but as well & 
in merchandising principle. 


Such a reputation—56 years in the 





making — is the Strongest of all guarantees, 


that what you buy of Horton is worthy —is 
dependable. 


Whether it be wood tub model, hand oper- 
ated; whether it be copper tub model, elec- 
trically driven; or whether it is the Horton 
Automatic Electric Ironer, rest assured it is 
the finest of which the heart and hand of 
man are capable. In its entirety the Horton 
line is dependable, not only in quality of 
manufacture, but in type of appliance. 


In every section of the United States — in 
every jobbing center, there is a leading job- 
ber who distributes the complete line of 
Horton Washers and the Horton Ironer. 


. If you do not’know of the jobber 
B) nearest you—write us—we will gladly 
advise, together with full details on 
the complete Horton line. 


HORTON MANUFACTURING CO. 


Fort Wayne, Indiana 


HORTO 


(Washers 
lroners 








and above all else GOOD FRIENDS 
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EARLY two years ago 
the New Gainaday was 
announced as “Five years a- 
head.” And this statement is 
just as true today. 


The New Gainaday re- 
mains without question the 
simplest washer built—quiet, 
sturdy, powerful, safe. So at- 
tractive that it appeals instant- 
ly to the prospective buyer. 
So efficient that it washes a 
tub full of the dirtiest clothes 
in a few minutes. So simple 
that dealer service is reduced 
to practically nothing. 


You, too, in common 
with hundreds of other deal- 
ers throughout the country, 
can safeguard your business 
future by selling the washing 
machine that is “five years 
ahead.” 


Write today for com 
plete details of the New 
Gainaday franchise. 


GAINADAY ELECTRIC CO. 


3016 LIBERTY AVENUE 
PITTSBURGH, PA. 





1927 
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THESE FEATURES HELP SELL THE 








WRINGER 
“THERMOS” Die-Cast Alumi- 
CABINET num. Balloon type 
Keeps water hot. Rolls. Spc Safety 
Release. 


ncloses 
Mechanism 





CHASSIS 


Built like an auto- 
mobile. Presse 
Steel. No 
Vibration 
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Guy Hubbart 


E want to ask with more 
than usual earnestness that 
you read the Guy Hubbart 


article in this issue of ELECTRICAL 
Goops. The reason for asking this 
is that we believe that this article 
is the beginning of a most important 
series. We believe that if you are 
earnestly merchandising electrical . 
goods that you will read all of the 
articles, and that you will be a bet- 
ter merchandiser for having read 
them. 

Mr. Hubbart is engaged in proving 
that there is an actual science in mer- 
chandising; that there is a basis on 
which you can judge the buying 
power of your community for any 
line of merchandise. In this series, 
Mr. Hubbart will apply this science 
to electrical goods. 

Mr. Hubbart is one of those men 
who has the patience and intelligence 
to dig into a subject and find the 
common denominator. We would like 
to tell you how many pages of store 
advertising Mr. Hubbart has ana- 
lyzed, together with the reports of 
resulting sales, to get this answer, 
but even Mr. Hubbart does not know 
the number. 

For many years Mr. Hubbart has 
been studying advertising and store 
receipts. He gets reports from mer- 
chants of sales. Often he has had 
reports of sales from all the stores in 
a city, so that he knows the city 
volume. Knowing these things over 
a long period has enabled him to 
classify communities by physical sur- 
roundings and that is the basis of 
the science. 

Store traffic is the solution of get- 
ting your share. Store traffic, as Mr. 
Hubbart will show, is the factor ab- 
solutely under control of the mer- 
chant. 
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Hoover dealers 

profited on every Hoover 

sold last year. Of how 

many other cleaners can 
the same be said? 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
‘ The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at Hamilton, Ontario 
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The Dawn of a New and Brighter Day 


eS NE of the strong points of the electrical industry is the group of company pa- 
if sf ig : pers or house organs. Most electrical manufacturers, service companies and 
an@eem many of the jobbers publish such papers, the contents of which are designed 
at to build the morale of the employees or dealers and to keep them informed as 
to the newest ideas that affect the business. 


These publications are evidence of the dynamic force of the industry. There is so 
much that is new, so much change of practice, so many new products, that means of 
disseminating this information is necessary within an organization. 


In this situation these publications render an excellent educational service and are 
widely read. They quickly dispel rumors and spread correctly a change of policy for 
the industry or the company. 


Recently there has been coming into these publications a recognition of a new idea 
for the promotion of the use of electrical current in the household. This new policy is 
voiced by Sidney Z. Mitchell, president of the Electric Bond and Share Co., and as 
such a director of many service companies. In a recent address Mr. Mitchell outlined 
a new policy as to distribution of appliances and these remarks are being printed in the 
industrial papers. We quote his remarks in part, because he is saying to the industry 
what ELECTRICAL GOODS has been saying about it. 


We quote from Mr. Mitchell as he is quoted in these papers: 






“If we (service companies) show householders what can be done with power using appli- 
ances and will then make the rate such that they cannot afford not to operate appliances, 
I venture to say many service companies will be startled by the results.” 


Mr. Mitchell pays his respects to the service company that holds that the only way to 
get people to use appliances is to sell them at cut prices or on long terms as follows: 


“Our companies do not give away merchandise, or sell below cost, as some companies 
have done, because they have felt that it is the only way to get appliances on the line. 
That is foolish. We don’t believe in it for two reasons: 

“First it is not necessary in order to get business. When a man wants an iron, a cook 
stove or a vacuum cleaner, if you tell him its merits, he will buy it if he thinks you are 
going to give him real service and if the price of your juice is right. * * * We are not 
concerned in the merchandise business as ordinary merchants. * * * It is perfectly fool- 
ish to sell below cost or to give the merchandise away. SUCH PRACTICES DISCOUR- 
AGE THE ORDINARY MERCHANT. Further, some commissions object to such practices 
as throwing a burden on the light and power users that does not belong there. 

“Second: Our object is to sell electrical energy. In order to sell it, we want every 
man, woman and child in the state boosting for service on our lines. We want every con- 
tractor, dealer, jobber, bellhanger and everybody else to help us get all of the houses in 
town that are not wired, immediately wired up and connected.” 


Again Mr. Mitchell says: 


“We must get a fair profit and we must frankly admit it. When we advertise our goods, 
we should mention in a friendly way all other dealers. We want them all to get busy. We 
do not care where people buy appliances—from our shop or some other place. We want 
them to buy. I advise that we service our appliances. We want them to work. If they 
won’t work, they are useless. We have got to give service and it must be prompt, as well 
as courteous and not expensive.” 

This is exactly what ELECTRICAL GOODS has said that any fair minded and properly 
ambitious electrical service company should do. We cannot help but feel that Mr. Mitch- 
ell would say that the service companies that have cooperated in staging electrical 
shows in department stores in New York, Chicago, San Francisco, Cleveland, Washing- 
ton, Pittsburgh and other cities were doing the right thing. Also, that he would 
encourage service companies to encourage merchants in smaller cities to hold shows with 
the help of the service company. It is probably more than a coincidence that these 
shows have been held only since ELECTRICAL GOODS has been published. 
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VERY progressive electrical 
K goods retailer wants more 
daily average volume this 
year than he made last year. He 
wants an increase over the few or 
many above-average days shown by 
last year’s daily sales records. He 
wants better volume because he needs 
it if his profits are to increase as 
time goes on. 
This holds good for the leader in 
a local selling field and for his near- 
est and lowest competitor, and 
whether or not increase of volume is 
needed on all types of goods carried 
or on specific lines, items or depart- 
ments and whether or not net profit 
was satisfactory last year. 


Two Major Reasons 


And this situation, while ap- 
plicable to any type of store carry- 
ing electrical goods — department, 
general dry goods or hardware—is 
particularly vital to retailers of elec- 
trical appliances. 

There are two major reasons for 
this and several lesser ones. Here 
are the main reasons: 

FIRST; because the sale of elec- 
trical appliances by all the stores in 
the average community, while lim- 
ited to the number and extent of 
wired homes, is nowhere near the 
present possibilities and shows no 
sign of keeping pace with the con- 
stant advance of wiring. 

The individual store to hold its 


More Volume, Better 


By Guy Hubbart 


competitive standing on distinctly 
electrical items and on allied and 
general stocks of goods must show 
an increase parallel to the local 
growth of electrical facilities. In- 
creased electrical facilities bring a 
normal increase of electrical needs 
on the part of the community and 
attendant opportunity from the in- 
dividual store’s standpoint for extra 
business. 


Buys for Other Needs 


The customer goes to the store 
where the needed goods are carried 
and buys the specific item needed at 
the moment and other goods as ad- 
ditional needs arise. That much for 
what quite accurately may be termed 
a mechanical demand for increased 
sales activity on the retailer’s part. 

SECOND; the normal increase in 
the manufacture and production of 
electrical goods, regardless of the 


wiring situation, increases general 


demand for specific items. Human 
need for labor and _ time-saving 
household utilities, if not actually 
ahead of the creation of new devices, 
keeps pretty well abreast of produc- 
tion. It is the retailer’s obligation as 
well as his privilege and to his ad- 
vantage to be able to supply such 
needs. And those stores which ‘keep 
merchandising facilities abreast of 
the natural increase in consumption 
of electrical goods, will and do ex- 
perience the «st growth in sales 
volume, get the largest share of busi- 
ness created by naturally increased 
consumption. 


Individuality Counts 


While each store may have its in- 
dividual character as a selling in- 
stitution, its own class of trade and 
a merchandising policy to fit its own 
class of trade and a merchandising 
policy to fit its own advantages or 
disadvantages in physical size of 
store and stocks, all stores are alike, 
so far as daily selling capacity goes 
in a given city and trading area, in 
one respect: the amount of goods 
they can sell in a year as individual 
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stores is dependent on the normal 
power of the population to buy elec- 
trical goods by the day. 

Five electrical goods retailers in a 
city of 20,000 population may need 
and want and try to make what 
would amount to an aggregate busi- 
ness of $2,000 daily but if the com- 
bined buying capacity of the popula- 
tion is only $1,000 daily no single 
store can always reach its own esti- 
mate—a fundamental obvious enough 
but not always given the careful con- 
sideration warranted by its import- 
ance. 

Naturally the buying power of a 
single community varies day by day 
and season by season, a certain de- 
gree today, more or less tomorrow 
and the next day; and as naturally 
different communities of the same 
numerical population vary in annual 
and daily buying-capacity, one city 
of 50,000 can and does absorb more 
goods than another city of 50,000. 





Guy Hubbart 


ILL write a series of 

thirteen articles on the 
possibilities of merchandising 
electrical goods. 

MR. HUBBART started as a 
department store advertising 
man more than twenty years 
ago. He has been constantly 
a student of direct-to-home ad- 
vertising. He knows when and 
why some advertisements draw 
better than others. 

MR. HUBBART receives 
hundreds of advertisements 
from merchants telling just 
what happened in the way of re- 
turns. From these he has de- 
duced the relation of population 





and store traffic to volume of 
sales. 

MR. HUBBART will explain 
his conclusions in these articles. 

MR. HUBBART will offer a 
special service for merchant- 
subscribers to ELECTRICAL 
Goops. The details will be ezx- 
plained in the next issue. 
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Profits for Electrical Goods Retailer 


Growth in daily sales, increased outlet for profitable items and annual 
expansion of business for the individual merchant, depend 
on careful gauging of the buying capacity of 


The merchant who knows the possi- 
bilities of his local field can more 
advantageously adjust his merchan- 
dising program and selling methods 
to the variations in buying activity. 

The purpose of succeeding articles 
in this series is to outline a practical 
method by which retailers in the 
electrical field can study and analyze 
the volume movement of goods in 
their respective communities, and to 
outline by specific examples a method 
of comparing individual store vol- 
ume with community volume. 

Each study or example will be 
based on four constant factors as fol- 
lows: 

(1) a store of specific size, that 
has normal daily selling ca- 
pacity, $1,200, for example, 
on all lines carried; 

a specified population as 
served by that store, 50,000 
for example; 

a given selling period, as, 
for example, a certain num- 
ber of days in March or 
August, and, 

type or kind of goods, as, for 
example, articles of general 
use, household use, personal 
use, special use and season 
use. 

The object is to give the retailer 
a gauge by which to answer in terms 
of his individual business these two 
questions: 

“What is my natural share of all 
the electrical goods business in my 
town and is my daily volume on spe- 
cific items of stock in the right and 
profitable relation to my total daily 
volume?” and “Am I getting dailv 
response in proportion to the dailv 
Selling effort I make?” 


(2) 


(3) 


(4) 


Four Factors Considered 


Each study will contain the four 
factors in all the articles of the 
series but varied each month to 
cover different sized outlets in dif- 
ferent sized populations and varia- 
tions in demand as affected by calen- 
dar months. 
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the community he serves 


Each study will be specific in two 
respects—illustrated by the way a 
specific item, at a specified price, 
such as electric irons at $6, move 
in relation to the volume done by all 
items throughout a given selling 
period, like 30 days, in March, in a 
population of ten thousand, fifty 
thousand, and so on. In some in- 
stances the example used and all the 
factors presented will be actual, as 
experienced by a specific store under 
certain selling conditions; in others 
they will consist of combined experi- 
ences of several stores. 


Buying Power in Detail 


Volume-movement is a term de- 
scriptive of the power of a given 
numerical population to absorb goods 
at a specified retail price per item 
in a given selling period. It should 
not be confused with turnover of 
stock. Of three stores in a city even 
of equal size one may turn its en- 
tire store, or one division of it, two 
times; another, three times; another, 
four times, in the same period. Vol- 
ume-movement refers to the number 
of people required to give all the 
stores their volume any day. 

For example, yesterday the five de- 
partment stores in a city of 70,000 





NEXT MONTH 


N example of how electrical 
appliances move in volume 
in a population of 20,000, il- 





lustrated by the analysis of a 
specific day’s business and what 
brought it. 





“senegal 





did an aggregate volume of $14,000 
on all lines carried. That is, they 
got their aggregate volume at the 
rate of 20 cents per capita—the vol- 
ume movement of goods in that town 
for that day on five stores. Today 
they do $10,500, making the volume 
at 15 cents per capita or 5 cents less 
than yesterday. The population re- 
sponse was hetter yesterday than to- 
day. In other words, volume move- 
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ment was more active the first day, 
customers were more responsive to 
the goods in stock and spent more 
money for goods. 

Further, the five stores sold $1,400 
worth of distinctly electrical appli- 
ances of all kinds the first day, an 
average for each of $280 worth. That 
is at the rate of 2 cents per capita 
for appliances, or in terms of volume 
movement, one-tenth of total volume. 
(Good response, by the way, for that 
population on purely electrical appli- 
ances for certain days of the year). 

One of these stores is a depart- 
ment store, for example. It got as 
its share $740 of the whole amount 
done for the day on electrical appli- 
ances by all the stores, three-fifths 
of the total business done. This 
store did a better volume than the 
others because it more _ skillfu!'ly 
fitted its merchandising, selling, ad- 
vertising and service methods to the 
normal demand of the population. 
Briefly, its individual volume ran to 
a peak on the day of the week when 
general demand ran to a peak locally. 
Peak selling in the retail appliance 
field is profitable selling. 


Basis for Better Averages 


Volume movement, studied in 
terms of a store’s daily outlet, opens 
the way for an increased number of 
big-volume or over-average days. It 
gives the store serving a local outlet 
the same advantage it would give a 
manufacturer this year who had 
analyzed his last year’s market in 


- terms of localized outlet, namely a 
scientifically accurate basis on which 
: to figure the amount of goods a given 


population can buy normally and 
what opportunity for increased vol- 
ume exists. And there is always the 
opportunity. Local outlet on many 
specific items furnishes a close esti- 
mate on other lines or all lines a 
manufacturer may produce or a 
local merchant distribute. 

The next article of this series will 
illustrate the above point with a spe- 
cific example in a city of 20,000 
population. 





Organizing the Radio Industry to 





Slay Summer Slump Serpent 


Manufacturers’ Association taking the lead in organized effort for 
improved merchandising conditions 1n hot months. 


NE of the obstacles with which 
() the radio industry is con- 

fronted is its seasonal char- 
acter. I am sure all radio merchants 
have given this problem a great deal 
of thought. I do not see how we can 
eliminate this seasonal character al- 
together. 

It will be with us for some time 
to come, if indeed the slump in the 
radio sales curve is ever overcome, 
but the sharpness of the summer de- 
cline can be lessened. In my judg- 
ment the creation of programs put 
on the air on a national scale that 
will be attention-compelling in the 
dull season will be a material helper. 

We all remember when the famous 
twenty-four votes for Oscar Under- 
wood was being broadcast. Hot as 
it was, and depressing as it was, the 
public in large numbers listened in. 

I was very much interested in 
checking the results the great Eu- 
charistic Congress, held this past 
summer in Chicago, had on middle 
west radio business. Dealers in Illi- 
nois, Wisconsin, Iowa, and other 
middle western states, reported great 
activity in radio sales immediately 
preceding the event. 


Big Events Bring Interest 


There was a very direct relation 
between the publicity attending the 
Congress and the clearing up of 
stocks which under ordinary condi- 
tions would have been disposed of at 
distress prices or carried over into 
the next season. 

The broadcasting of such events 
as the Dempsey-Tunney fight; the 
magnificent Radio Banquet held in 
New York in early fall, and the con- 
centration of programs like those 
that will reach the public and keep 
the interest of the listener in the dull 
season, can, I believe, be accom- 
plished by the industry and will cer- 
tainly create business. 

We have invited the Electrical 
Supply Jobbers and other merchan- 





By B. W. Ruark 


dising and allied organizations to 
appoint committees to contact with 
the Radio Manufacturers’ Associa- 
tion in the thought and hope that 
we can develop programs of the 
character indicated, during the sum- 
mer months and in that way lessen 
to some extent the seasonal character 
of our business, because it is uneco- 
nomic and unsound and not condu- 





W. RUARK, Executive 
e Secretary of the Radio 
Manufacturers’ Association, 
came to the radio industry with 
much experience in overcoming 
seasonable merchandising han- 
dicaps. Following a full ex- 
perience in actual merchandis- 
ing, he joined the staff of the 
Automobile Equipment Asso- 
ciation during the period this 
organization was conducting 
one of the most aggressive 
merchandising campaigns of 
record. As spokesman for the 
Radio Manufacturers’ Associa- 
tion he has already cleared 
away several wasteful trade 
practices. Now he tackles the 
problem that looms large to 
dealers. 











cive to sound business for us to have 
the great concentration of business 
in this line in the short space of time 
that we now have. 

Anything that can be done to level 
up the sales curve and to do away 
with the seasonal character of our 
business will make for more eco- 
nomical management, improved busi- 
ness, and improved service to the 
public. 

Manufacturers can make a notable 
contribution in this regard if they 
will bring out their new or improved 
merchandise early in the summer and 
not wait until the last moment, 
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which has been the general practice 
in the past. 

We can already see progress in 
this. A number of prominent manu- 
facturers had their current season’s 
merchandise ready as early as May 
or June. It is still a touchy prob- 
lem, however, with many, but the 
trade generally is coming to see the 
advantage of getting goods ready 
early in the year. 


Are Making Progress 


Even though considerable progress 
has been made along this line, we be- 
lieve still more can be made. Our 
organization has decided to hold a 
Trade Show with exhibiting con- 
fined to members and admission only 
to jobbers and dealers. This show 
will be held next June at Chicago. 
In many instances, when I delivered 
contracts for space to manufacturers, 
just as soon as they signed it they 
said, “‘Now I want a copy of this to 
go to my Engineering Department 
and I am going to give them instruc- 
tions that our merchandise must be 
ready in time for that Trade Show 
in June.” : 

We will not gain 100 per cent suc- 
cess in this plan the first year, but 
by the establishment of the Trade 
Show we will automatically set a 
time toward which manufacturers 
can work in the getting out of their 
new lines. In that way we hope very 
materially to decrease this tendency 
to wait until the last moment. 

I think if we work along these 
lines, we can, to a very great extent, 
take the seasonal character out of 
the Radio business and make it a 
year-around business such as it 
ought to be. 

This is a problem that must be 
solved by the industry as a whole 
and that cannot be done by the in- 
dividual except as he makes his con- 
tribution toward a _ general plan 
which has the support of the indus- 
try. 








Cleveland’s Objective 


All Sightseers Must Understand 


NE of the reasons why Cleve- 
() land is the best appliance city 

in the country is that J. C. 
North, President of the Cleveland 
Electrical League, has based each 
step on what has gone before. Each 
demonstration is put under the 
magnifying glass to find what is 
good and what is bad. The good is 
retained, the useless portions dis- 
carded. 

The Cleveland Electrical League 
has a sizable budget to be used in 
the promotion of electrical interests. 
Mr. North insists that it is his duty 
to see that all of this money is well 
expended. One half of the funds 
come from the electric service com- 
pany which does not merchandise 
appliances or supplies but is, of 
course, interested in encouraging the 
sale of appliances, the wiring of 
houses and the development of other 
uses of electrical current. 

The money supplied by the service 
company is matched by that paid in 
by supply manufacturers, jobbers 
and dealers of the several classes. 
The directors of the league and the 
committees who have oversight of 
the activities and expenditures are 
representative of all classes of 
members. 

The league began its work (as did 
most other leagues) with an elec- 
trical home. On the face of the re- 
turns, it was a tremendous success. 
There was a large attendance and 
everybody seemed to be interested. 
The spectators walked through the 
home, looked and talked. 

Mr. North and his helpers were 
there and they walked through, 
watched the people and _ listened. 
They concluded that the electrical 
home was in the nature of a “flop,” 
because the people left the home 
without understanding just what was 
planned that they should know about 
it. In other words, they had walked 
through the home, looked it over and 
went home without understanding 
just what had happened. 

As a result, Mr. North proposed 
that when the second electrical home 
was opened, the people should be ad- 
mitted and permitted to pass from 
room to room only as it was possible 
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Electric home visitors seldom get a workable idea of home lighting. 
This exhibit in the Cleveland headquarters is managed for a continua- 


tion course. 
given by a competent attendant. 


Each booth represents a room and an explanation is 
Then the visitor is supplied with 


a list of fixture dealers. 


to explain to them what the room 
represented. There were many ob- 
jections. The opposition agreed that 
people would not stay and listen. If 
they could not be admitted at once, 
they would not wait. There were 
other objections but Mr. North won a 
tryout for his plan. 

Demonstrators were trained—one 
for each room. The explanation talks 
were coordinated so that progress 
would be uniform. Groups would 
start at the front door and remain 
together and they would hear about 
electrical appliances and _ lighting 
units grouped by rooms. 

When this second home opened, the 
usual crowds came. At the evening 
peak people were admitted to the 
home 45 minutes after they had 
reached the property line, standing 
in the queue during that period. The 
success of this demonstration has 
never been questioned. A total of 
nineteen electrical homes have been 
conducted. Each demonstration has 
been an improvement on the previous 
one in some particular. These same 
improvements on demonstrations 
have been introduced into the exhibit 
demonstrations staged at amusement 
parks and in connection with house- 
hold and industrial shows. 

After the idea of sightseeing and 
education had been combined, there 
came up the suggestion (based upon 
people asking for further informa- 
tion) of the need for a permanent 
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exhibit where men and women who 
had been interested at the electrical 
home or other exhibits could continue 
their education. So the exhibit was 
organized. 

Even the exhibit did not entirely 
fulfill the need and so the text books 
were prepared to hand to people who 
visited either the electrical homes or 
the permanent exhibit. These are 
planned to serve as a continuation 
course of study for the person who 
has heard the demonstration talk. 
These booklets have been planned to 
cover the various departments of 
work undertaken by the Cleveland 
League and the next article will 
describe these booklets. 

A constant revision of ideas has 
put the Cleveland League forward in 
this work. Nothing it has done is 
considered perfeet. A demonstration 
is completed today and may seem to 
be a success. Regardless of the 
congratulations from those who par- 
ticipate, Mr. North and his staff will 
begin tomorrow to pick it apart. 
They would consider that they had 
failed if they did not find something 
to improve upon. 

The staff will assist a merchant to 
give a demonstration. The merchant 
will consider it marvelous to get such 
assistance, but the next demonstra- 
tion will be better. 

It is this building step by step that 
has made for the effectiveness of the 
Cleveland League demonstrations. 














Clerk Tangles 
Customers by 


His Technic 


HE manager of a store re- 
cently reassigned his clerks 
and to the amazement of the 
force put the young man who had 
been stationed in the electrical goods 
section in an entirely different part 
of the store—a section that was 
usually busy. 

This was the sort of a store where 
every clerk has a special place and 
a section of stock to care for, but 
when not busy is supposed to sell 
in any part of the store. It is the 
department store idea applied to a 
store that is not formally depart- 
mentized and the young man re- 
ferred to was considered in charge 
of the electrical goods department. 

He was a pleasant chap, much in- 
terested in electrical goods, was 
quick to realize the importance of 
new merchandise and usually could 
get a thorough understanding of any 
appliance or device at one examina- 
tion. The salesmen who called at the 
store liked him and respected his 
knowledge of the line. 

The salesman was not at all 
pleased with the reassignment and 
after he had cooled off a few days, 
went to the manager to ask wherein 
he had failed and why the change. 
The explanation is interesting: 

“First of all,” said the manager, 
“T want you to keep in touch with 
the electrical line. I am going to 
depend upon you as a sort of assist- 
ant buyer for that line. I am frank 
to admit you know more about it 
than I do. I need your help. I ex- 
pected you to come and ask about 
the change. 

“There are two things I want you 
to learn. First is that you talked 
too much to your customers about 
technicalities as a salesman. Your 
intimate knowledge of appliances 
and their construction is fine for a 
buyer. In the time you have been 
advising me, we have bought only 
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work is educational. 
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$15 Each Month for Best Sales Stunt. $15 


$2 Each for Other Ideas Accepted for Publication 


VERY retail salesman has some accomplishment of which he 
or she is justly proud. Especially is this true, we believe, of 
electrical goods—appliances, radio and lamps—salespeople whose 


ELECTRICAL GOODS wants to know about these stunts. We believe 
that they will be an inspiration to other salespeople. 
wide field from which to gather these stunts. 

It may be an argument that closed a doubtful sale of a washing 
machine, a suggestion for a successful radio demonstration, an 
advertising suggestion for toasters or waffle irons, an exhibit in a 
show window or elsewhere that sold lamps or other merchandise. 

Perhaps it was your idea that made a successful Christmas sale. 
_ Write your experience in 200 words or less. 
tisement, send us a copy. Extra pay for photographs accepted. 

Address Sales Contest, ELECTRICAL GOoDS, 239 West 39th Street, 
New York City. Competition closes Jan. 20. 


There is a 


If it is an adver- 








good appliances. Your suggestions 
have been sound. 

“But you used all of this knowl- 
edge for the customers and that took 
too much time and was entirely 
unnecessary. The people did not un- 
derstand you and you were inclined 
to be irritable with those who asked 
what you called foolish questions. 

“When you master the idea that 
you must tell the customer all you 
know about the goods, and when you 
learn that some people never will 
grasp the technicalities of certain 
things, then you can go back to the 
electrical goods counter. 

“Complete knowledge of the goods 
he is selling never hurt any sales- 
man, unless he attempts to tell it all 
to the customer who does not care. 
Just a few days ago you scared Mrs. 
Blank from buying a percolator be- 
cause you took her into the history 
and mystery of heating elements and 
thermostatic switches. She some 
way got the idea that it was all very 
complicated and of delicate opera- 
tion. 

“T have observed you half a dozen 
times when you became impatient 
with some person who did not grasp 
the idea of electricity as you get it. 
It is not at all necessary for the 
owner of a toaster to know what the 
heating element is, or the general 
theory of electricity, any more than 
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it is necessary for them to know all 
about electricity to drive an auto- 
mobile. 

“I am putting you back in the 
other work to let you learn the dif- 
ference between buying and selling 
knowledge and to learn what part 
of what you know is necessary to be 
handed on to a customer. Only once 
in a great while do you meet a cus- 
tomer who demands technical speci- 
fications of the goods. 

“Every person selling electrical 
goods should know what a heating 
element consists of and the theory, 
but they need not tell it unless the 
customer asks. The same thing ap- 
plies to motors in motor-driven ap- 
pliances. The maker’s name is often 
worth while, but the fact that our 
store guarantees it is the most im- 
portant. 

“I hope to put you back with elec- 
trical goods in the future and to see 
you grow with that line, for I believe 


‘it to have the best prospects of any 


line in the store. When the wires 
once reach the farms, your trade will 
jump far ahead. In the meantime 
the extension of wiring, the greater 
appreciation of time and labor sav- 
ing appliances are giving us a con- 
stantly widening field. So learn 
your lesson in your new place and 
you will come back better and 
stronger.” 
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These Selling 
Stunts Ring 
the Cash Bell 


PPARENTLY we did not make 
A clear last month exactly 
what we expected in the 
“Sales Stunt” contest. The answers 
we received are not what we ex- 
pected and are much more difficult 
of composition and cover much more 
ground than we anticipated. So in 
an endeavor to make our point 
clear we will describe a few in- 
stances from actual sales that have 
come under our observation that 
will be considered in this contest. 


In an Ohio town where electricity 
had been available only a few 
weeks a woman was looking at a 
washing machine. “I am afraid of 
it,” she said, “so many things to 
do.” 

“The new lights you -have in 
your home have not given you any 
trouble, have they?” asked the mer- 
chant’s wife who was showing the 
machine. 

“Oh, no! They’re lovely, so 
much less trouble than lamps.” 

“You know how to drive a car?” 
inquired the merchant’s wife. 

“Ves.” 

“Well, I never could learn to 
drive ours, but I’ll come over Mon- 
day morning and show you that you 
fill this machine like you fill your 
tubs and then instead of rubbing 
on the board, you just turn it on 
like turning on lamps. Nothing 
like so hard as driving a car and 
in an hour we’ll have your clothes 
on the line.” 

“If you do that I’ll pay for the 
machine when we have the clothes 
on the line,” said the woman. The 
sale was made. 


R. H. Macy & Co. did a remark- 
able job of mass selling in New 
York City this Christmas. Large 
space in the store’s advertising was 
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|" pee has an army of these electrical servaygs for the home. 
In the “Basement you ¢an buy anything Gectrical from a cigar 
lighter to a cake mixer, from a bdby-bottle warmer to an iron that 
secams clothes while it presses. On te Fifth Floor —a wide choice 
among many radio sets and accessories; while om the Sixth therc is a 
bewildering array of lamps of many shapes and sizes for cvery use 
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This unusual advertisement includes electrical goods offered for sale 
in four departments of the store and is a part of the campaign for 
arousing an electrical consciousness in connection with R. H. Macy & Co. 


used for electrical goods, the space 
increasing each week as the gift 
season advanced. Each advertise- 
ment was used in three newspapers 
on different days of the week. 

The peak of the advertising was 
a full page advertisement in three 
newspapers. This advertisement is 
reproduced on this page. An un- 


usual and commendable feature of 


this advertisement is that it com- 
bines the electrical items sold by 
the store, although they are under 
different departments. The elec- 
trical goods or appliance depart- 
ment in the housewares basement 
supplied most of the items. Other 
items mentioned are portable lamps, 
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electrically powered radio, electric 
sewing machines, each of these 
items named being sold in a differ- 
ent department. This grouping of 
related merchandise from different 
departments is quite unusual in 
department store publicity. 

It was evident to an observer 
that the advertising was drawing 
trade to the electrical goods depart- 
ment, for the number of salespeople 
doubled and then tripled and all 
were busy at all times. Customers 
appeared to be interested in every 
thing shown, from incandescent 
lamps to washing machines and 
ironers. 

(Continued on page 44) 





The Merchants Shall Lead Them {~ = 


By Arthur Sinshetmer, Radio Editor 


HE particular “them” re- 

ferred to in the headline of 

this article being the good- 

ly number of radio manufacturers 

who unconsciously begin to act now 

as if the season of radio selling was 
nearly over. 

About three weeks ago I had an 
invitation to sit in with a repre- 
sentative group of nationally known 
radio manufacturers who were 
meeting to discuss some important 
merchandising problems’ which 
were uppermost in their minds, and 
after hearing all the pros and cons 
concerning immediate and near fu- 
ture conditions of the radio busi- 
ness I came away from that meet- 
ing with the feeling that the retail 
radio merchants of the country will 
have to take the matter of prolong- 
ing the selling season in their 
own hands and thereby give cour- 
age to the manufacturers who seem 
to be rather weak on this subject. 

There is absolutely no rhyme or 
reason to any thought that the 
radio selling season naturally starts 
to wane soon after the holidays, or 
even sometime during the first two 
months of the year. It’s simply 
an unnatural thought which has 
lived subconsciously in the minds 
of manufacturers from the begin- 
ning and unwittingly through their 
every procedure they have an- 
nounced their belief that January 
or February will see the end of the 
season. 

Oh, of course they don’t say it in 
words and they’d probably be horri- 
fied if you accused them of it, but 
action, particularly in merchandis- 
ing procedure, speaks tremendous- 
ly louder than any words that could 
be uttered. 

And now I'll try to prove it to 
you with just one outstanding ex- 
ample. Let’s take the advertising. 
Just before the national radio 


shows every manufacturer of note 


plans his advertising campaign for 
the season and starts out with a 
bang to tell you dealers, through 
the medium of trade papers, what 
a wonderful line he has and how 
you can very profitably handle the 
line. 

They all do a good job along these 


lines and you select those that look 
best to you for one reason or an- 
other, stock their merchandise and 
proceed to do a good job of selling 
to the consumer because you feel 
that you have the confidence of the 
manufacturer to back you up. 

Then what happens? Along in 
November or early December the 
manufacturers, for no good reason 
that anyone can sensibly figure out, 
cancel a greater part or all of their 
trade paper advertising and there- 
by, almost verbally, give notice to 
their list of dealers that they don’t 
believe further advertising neces- 
sary because the season is nearing 
the end. They don’t say it in so 
many words, but what other rea- 
soning can you retailers gather 
from it? 

With such an attitude on their 
part, it has been most natural for 
dealers to absorb some of this 
“end of season” feeling and in turn 
convey it to your trade. But that’s 
exactly what not to do. Don’t let 
any of this feeling get into your 
veins—fight it for all you’re worth 
and it won’t be long before the 
manufacturers will see your point 
of view and act on it in a way that 
will repay you and them hand- 
somely by greatly extending the 
selling season into almost the mid- 
dle of the next year. 

And when you’ve accomplished 
this suggestion you will have been 
instrumental in automatically 
bringing about another great solu- 
tion of a problem that has been vi- 
tally detrimental to the whole in- 
dustry and for which no one has 
ever advanced a workable solution 
up to this time. 

When the manufacturers see the 
light through your keen eyes and 
continue their normal sales efforts 
and advertising programs through 
the year to a successful finish, the 
extended selling season will help 
to absorb a great mass of merchan- 
dise which has heretofore been 
dumped on the market as overpro- 
duction you will not then have to 
contend with the cut price situa- 
tion which has always developed 
early in the year because of the 
shortened selling period which 
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those same manufacturers have 
brought on themselves. 

“It sounds good but how can we 
dealers bring such a big task 
about?” is possibly what you are 
all saying right now. Well, try a 
little program like this to start 
with. 

Sit right down and write a nice, 
friendly letter to the manufacturers 
whose lines you handle. Tell them 
to go on with their original plans; 
to keep up their advertising; to 
keep up their dealer helps; to in- 
still their distributors with a hearty 
spirit that the season is not near 
the end. 

Tell them you’re ready to back 
them to the limit in the matter of 
getting retail sales over an ex- 
tended selling period if they will 
only help you out by looking, talk- 
ing and acting as if they really be- 
lieved that business was good and 
could be made to continue good for 
months, instead of curtailing their 
efforts and thereby give notice to 
every one with whom they come in 
contact that it will soon be all over 
as far as this season is concerned. 

It can be done and as long as the 
manufacturers seem to get weak- 
kneed every year about this time, 
it’s up to you to show them that you 
know more about good merchandis- 
ing than they give you credit for. 
Make them carry on in spite of 
themselves and the whole industry 
will feel the effects of a bigger, bet- 
ter, longer and more profitable ra- 
dio season each year. 

And by the way, when you write 
these suggested letters to the vari- 
ous manufacturers, show your good 
feeling toward them by wishing 
them, as I do you, A Happy and 
Profitably Successful New Year. 
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N. Lazarnick Photo 


What do you think is the best title for the above picture? ELECTRICAL GOODS will pay $15 for the accepted 

title, the editors to be judges. Entries from persons connected with the retail sale of electrical appliances, 

radio and lamps will be accepted until Jan. 20. Address Title Contest ELECTRICAL Goons, 239 West 39th 
Street, New York City. 
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Pleasure Giving Appliances Are Shown to 
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The Boardwalk window of the General Electric exhibit in Atlantic City. The items are changed weekly 
and often the selection of merchandise is made to meet convention interest. 
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In the rear of the exhibition space is “the home of a hundred comforts.” 
It is delightfully electrical and modern. In this home you cannot dodge 
labor savers and conveniences, nor escape the impression of good lighting. 
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HE twenty million people 

who annually visit Atlan- 

tic City each year, seek- 
ing rest or recreation, now 
have an opportunity of learn- 
ing—at their leisure—how to 
carry rest into their own 
homes and how to turn much 
drudgery into recreation. A 
permanent exhibition of elec- 
trical appliances for the home 
and factory has been estab- 
lished on the Boardwalk where 
visitors unembarrassed by the 
routine duties of home and 
business can see and test the 
most modern labor savers and 
see the degree of luxury that 
is available for even the 
modest home. 

The General Electric Co., in 
opening this exhibit, had in 
mind the idea of developing an 
electrical consciousness in the 
greatest number of people 
from the widest section of 
country that could be reached 
by a_ single exhibit. The 
promenaders on the Board- 
walk who come from every 
section of the country and 
from many other countries, 
have the greatest variety of 
interest and all of them see 
something of direct interest in 

them. 














the Pleasure Seeking Crowds of America 
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A corner view of the exhibit, showing the extent of window space on the pier side of the building. Some- 
times all window space is needed to interest each of several conventions. 


HE items on exhibition 

are constantly shifting 

and the visitor of today is 
often told that he can see the 
article inquired about, next 
week, as the General Electric 
Co. displays and demonstrates 
its own products, those of 
associated companies and 
those of customer manufac- 
turers in every line who use 
General Electric Equipment 
as an essential part of their 
product. This includes a wide 
variety of items. Nothing is 
sold from the exhibit. The 
interested spectator is assured 
that the article can be bought 
in his or her community. The 
name and address is taken and 
sent to the distributor for that 
community and the distributor 
refers it to the nearest dealer. 
If the prospect insists upon 
immediate purchase, a list of 
dealers in Atlantic City is 
supplied. 

Electrical appliance and 
equipment dealers are espe- 
cially welcomed at the exhibit 
by E. F. Newkirk, who has 
local charge under the direc- 
tion of F. H. Gale, in charge 
of all General Electric Ezx- 
hibits. The exhibit is open 12 

hours daily. 
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This view, taken from the door of “the home of a hundred comforts,” shows 
the variety of products exhibited. At the left is the demonstration space, 
where waffles and coffee were served on the day this picture was taken. 
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Battery 


This zs the most satisfactory and profitable “B”’ 


to sell, 


IN DAILY use in the home, Eveready 
Layerbilt “B” Battery No. 486 has 
fulfilled all the promises ever made for 
it. You can tell your customers that 
it is beyond all doubt the most economi- 
cal “B” battery ever built; that it will 
serve them longer, and thus cost less 
to use. All loud-speaker sets require 
Heavy-Duty batteries, and the Ever- 
eady Layerbilt is absolutely the best 


of all. 


To those who are now using the 
smaller Light-Duty batteries on such 
sets, the Layerbilt will give twice the 
service though they do not cost any- 
thing like twice as much. Unless your 
customers are using Eveready Layer- 
bilts, they are spending more on “B” 
batteries than they should, and sooner 
or later will find it out. Forestall their 


Evercady Layerbiit “*B”’ 


NO OTHER BATTERY IS LIKE IT 








available 


486. the 


Heavy-Duty battery 
that should be specified 
for all loud-speaker sets, 


dissatisfaction by selling them Layer- 
bilts now. 

Eveready Layerbilt’s unequaled ser- 
vice is due to its unique construction. 
All other dry cell “B” batteries are 
assembled of cylindrical cells, with 
many soldered connections and much 
waste space. The Layerbilt is built up 
in layers of fat current-producing ele- 
ments, that make connection with each 
other automatically and that fill all 
available space inside the battery case. 
This battery has more active materials 
than any other “B” battery, and the 
Laverbilt construction makes those ma- 
terials more efhcient current producers, 

During 1927 this story is being told 
the public in smashing, convincing 
advertisements in leading national 
magazines and radio papers, Double- 


BY 16 MONTHS OF pup, ,, 
P) Us 


The Lavyerbilt patented 
construction 
Each layer is an elec- 
trical cell, making au- 
tomatic contact with its 
neighbors, and filling all 
space inside 
the battery case. 
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battery 


hecause it 15 the most economical to use 


page spreads in two colors in The 
Saturday Evening Post form the key- 
stone of the biggest advertising program 
ever planned for Eveready Radio Bat- 
teries. For “B” battery profits, put 
your sales effort on the Layerbilt. 


Manufactured and guaranteed by 


NATIONAL CARBON CO., Inc. 
New York San Francisco 
Atlanta Chicago Kansas City 


Canadian National Carbon Co., Limited 
Toronto, Ontario 





Tuesday night is Eveready Hour Night— 
9 P. M., Eastern Standard Time, through 
the following stations: 
weaF-New York wTaM—Cleveland 

wyar-Providence wwj-Detroit 
WEEI-Boston wGNn-Chicago 
WTAG—W orcester woc-eve nport 
wFl—Philadelphia setinien gaa 
wer-Bu falo ata St. Pau 
weaE- Pittsburgh xsp-St. Louis 
WwsalI-Cincinnati wre-W ashington 
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Mullen Electric Co. 
Nashville, Tenn. 
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Fleming Bros., Inc. 
St. Marys, Pa. 
Mr. G. A. Fleming, Pres. 


J. F. Reilly 
Jersey City, N. J. 














Eweready Flashlights profitable 
item for electrical merchants 


“EvEREADY Flashlights and Eveready Radio Bat- 
teries are the best line of flashlights and batteries 
for a dealer to carry,’ says Mr. John B. Mullen, 
Secretary of the Mullen Electric Co., Nashville, 
Tenn. “This stock turns very rapidly, allowing 
the dealer to make a much better profit at the end 
of the year.” 


7 7 7 


“After many years of experience with the Ever- 
eady line, | am fully convinced “They Last Longer’ 
is no idle boast,” says Mr. J. F. Reilly, of Jersey 
City, N. J. “I therefore cheerfully recommend 
these products to my patrons who want the very 
best of service. Our satisfaction has been mutual.” 


“We seil Eveready products because their uni- 
form high quality gives our customers lasting satis- 
faction,’ says Mr. G. A, Fleming, President of 
Fleming Bros., Inc., St. Marys, Pa. ‘“Their rapid 
turnover gives us a very good profit on capital 


invested.” 
> A 7 > 


These are only a few of many typical experiences. 
It pays to stock and feature genuine Eveready) 
Flashlights and Batteries — always. Ask your 
jobber. 

Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 
Atlanta Chicago Kansas City 

Canadian National Carbon Co., Limited, Toronto, Ontario 








EVEREADY 


FLASHLIGHTS 
& BATTERIES 


-they sell faster 
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Attractive Show Windows by Hardware and Department Stores 


AY! 2 
5. 











The cozy corner window above is by Fowler & Sellers ( 


dealers. 


J. P. Suser is in charge of the department. 





'0., hardware dealers, White Plains, N. Y., Radiola 


The window below is by The William Taylor Son & 


Co., Cleveland, Ohio. H. G. Russell is buyer and features the Atwater Kent line. 
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Again-Eureka Wins 





Grand Prize 


Highest Award for Electric Cleaners 
Bestowed Upon Eureka 


In recognition of the remarkable 
effectiveness of the Eureka “High- 
Vacuum” Principle of Cleaning— 
simplicity of design and rugged 
construction — the International 
Jury of the Sesqui-Centennial 
Exposition, Philadelphia, be- 
stowed upon the great Eureka 
the Grand Prize, highest and 
most coveted of all awards for 
electric cleaners. 


Eureka’s Seventh Smashing 
Victory 


With this great victory, in com- 
petition with the world’s best 
electric cleaners at the Sesqui- 
Centennial Exposition, Eureka for 
the seventh time received the 
Grand Prize or Highest Award 
in international competition. 


Of course this latest honor is new 
and convincing proof of Eureka’s 
superiority. But more than that, 

















This Grand Prize Award is a triumph 

of the Eureka “High-Vacuum”’ Prin- 

ciple of Cleaning. See this test on an 
apparently clean rug. 


Sh 


EurekKA VaAcuuM CLEANER Company, Detroit, U. S. A. 


Largest Manufacturers of Vacuum Cleaners in the World 
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Grand Suze 


the award has advertising and 
sales value that can’t be reckoned 
in money —when backed by the 
power of magazines and news: 
papers that carry the Eureka story 
to millions of womenevery month. 


Advertising Which Money 
Cannot Buy 


Is it any wonder that dealers areso 
quick tosee the great profit possibil- 
ities of Eureka as compared with 
cleaners less efficient and less well- 
known? Now, more than ever 
before, it will pay dealers who 
are interested in obtaining the 
largest possible electric cleaner 
business, to investigate the Eureka 
proposition without delay. 


Write or wire the factory for 
information regarding the Eureka 
franchise and the Eureka oppor- 
tunity in your district. 
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Official Awards at 


Sesqui-Centennial Exposition 


Ist—Eureka—“Grand Prize” 
2nd— Hoover—*“Medal of Honor” 


3rd—Premier Duplex—“Gold Medal” 








Canadian Factory: Kitchener, Ontario. Foreign Branches: 8 Fisher St., 
London, W. C. 1, England; 58-60 Margaret Street, Sydney, Australia 
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Glimpses of the 
New York Edison 
Electrical Show 





These are typical dis- 
plays. At left above the 
Aladdin lamp display— 
at right Hoover—at } 
right of center strip Hot 
Point irons—lower left, 
in general view is Sav- 
age and at left of this 
the Macy Department 
store 











New York Edison’s Educational 
Show 


Two hundred thousand visitors at exposition and demonstration 
sponsored by company for benefit of dealers 


ested in electrical refrigeration was dispelled 

by the Nineteenth Annual Electric and Industrial 
Exposition, sponsored by the New York Edison Co. 
The exposition was held in the Grand Central Palace, 
New York City, during the last ten days of October. 
On several evenings the attendance almost taxed the 
capacity of the building. The total attendance was 
practically 200,000. 

The New York Edison Co., it will be remembered, 
does not merchandise appliances although it main- 
tains display rooms for showing of merchandise for 
manufacturers and dealers. A statement of the com- 
pany policy says in part: “The Company desires to 
encourage the establishment of the largest possible 
number of dealers in electrical devices, appliances and 
incandescent lamps.” | 

There were seventeen exhibitors in the electrical re- 
frigeration class and several of the exhibits were ex- 
tensive, presenting types of installation for many 
commercial uses. These exhibits attracted interested 
visitors but the real crowds were found in the domestic 
application exhibits. The crowds, the questions and 
sales were the evidence of a widespread public interest. 


NY doubt that the public is not intensely inter- 


A Variety of Interest 


It would be entirely wrong, however, to leave an 
impression that the electrical refrigeration monopolized 
the interest of the exposition. Far from that. There 
was a greater interest than ever before in the estab- 
lished household appliances and a more intelligent 
consideration of them. 

One hundred and thirty-five exhibitors joined in 
making the exposition a remarkably complete presenta- 
tion of electrical goods, practically all of the exhibits 
being of wares that interest the appliance merchant. 
A few of the exhibits concerned technical construction 
of the electric service company—these being given space 
for their educational value, to convince the public that 
a service company had investment and problems in 
delivering current to the various parts of the com- 
munity. 

The exhibitors were of many minds regarding the 
service the exposition could render them. Some came 
with a view of establishing dealer and jobber contact. 
others seeking prospects for sales to hand over to dea- 
lers and others seeking direct sales. Conversation with 
exhibitors indicated that all were pleased. Immediately 
after the closing of the exposition a considerable num- 
ber of exhibitors asked for options on space for next 
year’s show. 

The dealer interest in the show apparently was 
greater than ever before. It was common talk among 
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exhibitors that a greater number of city and out of 
town dealers were present than ever before. Also that 
more company officials were in the city during the show 
than at previous exhibitions. One manufacturer with 
a new appliance reported that he had formed contact 
with 61 prospective dealers and eight prospective job- 
bers during the exposition. 

The talk was that the show, planned for the education 
of electricity consumers in New York City, had developed 
into an important trade show, as well as a demonstration 
of appliances for the customers of the electric service 
companies of the greater New York Community. 
Electric appliance merchants within reach of New York 
make a mistake in not visiting this show as there is 
probably no other presentation of as complete a line of 
appliances in the country. 

The public was quick to spot new appliances. Electri- 
cal refrigeration led interest in this particular. 


Picked the New Items 


There were, however, such appliances as the Edenette 
washer, a machine weighing about 20 pounds, with a 
capacity of six shirts and designed to be used in small 
apartment and light housekeeping quarters. This ma- 
chine can be placed on a kitchen table for use and when 
the task is finished it takes little room on the storage 
shelves. 

Another novelty was a floor scrubber, waxer and 
polisher made in household size. 

The electric steam radiator was another newcomer. 
This radiator is an American Radiator Co. product 
fitted with heating elements within the radiator tubes 
and electrical connections., 

Women prospects and dealers alike found much of 
interest in a comparison of operation of washers and 
ironers, as there was a good representation of both lines. 
In these two groups there were many interesting re- 
finements of design for easier operation but no radical 
changes. Some new wringerless washers were shown. 

Practically everyone who has been interested in 
several of the shows noted a great improvement in 
demonstration within the show booths. On previous 
occasions there has been much criticism of the methods 
and information of those in attendance to meet the 
public. This year complaints of that sort were a 
minimum and in several booths the attendants wore 
evening clothes during the evening hours. 

R. H. Macy’s exhibit was notable in that it was the 
sole entry of an appliance merchant. No appliances were 
demonstrated in the booth and none sold at the ex- 
hibit, but an attendant was there to tell of the service 
available at the store and the display represented the 
completeness of the store’s line. 
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Sally Builds Honeymoon Nest—For 
Friend and Customers 


Youthful buyer at Bangup store progresses to where she longs to add 
service to sales and takes hint from dilemma of a bride 


HERE comes a time in the 
commercial evolution of most 
men and women when just 
giving value received fails to satisfy. 
They long to inject something of 
themselves into the otherwise monot- 
onous stream of exchange of money 
for wares and the reverse. 

This change usually manifests it- 
self when the first bloom of one’s 
business career is fading—when suc- 
cessful merchandising has brought 
us with monetary success a sense of 
the futility of a life spent conduct- 
ing a clearing house for human 
necessities. It is then we try to 
justify our existence by giving our 
patrons that something plus value 
received—which for the want of a 
better word is generally known as 
service. 

Sally Hope, the buyer of Bangup’s 
Big Department Store, in Bustle- 
burg, after one year of pure mer- 
chandising activity in which her 
chief delight was to “put it over,” 
suddenly arrived at the point de- 
scribed above—‘“kick” had gone out 


By Ethel Wan-Ressel Chantler 





of accomplishment. She puzzled over 
this new turn of events but confided 
in no one—not even in her beloved 
“dad” and collaborator in her many 
successful sales exploits. Instinc- 
tively she felt the time had come 
when she must keep her own counsel 
and look for answer within herself. 

Up to this time, Sally admitted to 
herself, she had been unable to look 
within because her eyes were filled 
with the obvious. But now, dis- 
taste for the obvious urged her in- 
vestigation of the subtle. At first 
she could find nothing, but after 
considerable contemplation she 
awakened to the realization that for 
her, merchandising had been a sort 
of game—a selling game in which 
the purchaser figured only as neces- 
sary fact, and received no considera- 
tion beyond this. 

It is wisely stated that we are 
never given an inspiration for good 
without a means being provided for 
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its completion—so it was with Sally. 
No sooner did she feel the urge to 
give service than the opportunity for 
giving presented itself in the form 
of Marie Snowdin, a girl friend. 

Marie was today’s most typical 
business girl who never gave a 
thought to domestic responsibilities. 
She lived in a boarding house which 
after a manner solved her living 
problem; so she worked from nine 
to five and usually played from then 
until bedtime. Consequently, when 
one fine day one of her playmates, 
John Arden, asked her to marry him 
and she wanted very much to do so, 
the problem of living this step pre- 
sented was, to say the least, a little 
over her head. 

To be sure it was no ordinary 
problem. But ordinary or not, she 
went to Sally and dumped it into her 
lap. A lucky thing for Marie and 
also a lucky thing for Sally. For in 
her friend’s problem Sally at once 
recognized a service she could ren- 
der as a merchant. 

Marie’s situation was this: Her 
fiance expected shortly to be sent to 
another city—but how soon he did 
not know. This made furnishing a 
home rather hazardous. For no 
sooner would they get settled when 
the order might come—and then: 
what? The packing and moving of 
brand new furnishings would begin 
with goodness only knows what re- 
sults. Yet they did want their own 
little place, for both had been living 
in boarding houses so long. Unable 
to determine her course, Marie 
brought her problem to Sally. 

Sally solved it in a truly efficient 
manner. She advised the renting of 
one large studio room and bath, fur- 
nishing it tastefully but cheaply, and 
only with the necessities. Her idea 
was to make it serve the purpose of 





Although Sally was without experi 
ence, she took up the task of making 
a honeymoon home 








three rooms—living, dining and 
sleeping room. She succeeded by 
furnishing the room with furniture 
that lent itself to various needs. 
The bed was a divan by day, the 
gate-leg table a console when not 
used for serving meals, the top of a 
conventional chest of drawers served 
as a buffet, while a book case, with 
curtained glass doors did duty as a 
china and cooking wares closet. The 
bathroom was also a dressing room, 
the door acting as a dressing table. 
A narrow shelf was 
hung quarter of the 
way up on the door and 
above it hung a good- 
sized mirror. Cosmetics, 
combs and brushes were 
kept in the medicine 
closet with other toilet 
accessories. 

The cooking was done 
with electrical appliances 
on a porcelain top table 
in one corner near a_ j|e-., 
triple wall outlet. This 
corner was shielded by 
an artistic screen. The 
appliances consisted of 
a cooker which at a 
moment’s notice could 
be converted into a table 
stove or an oven, a cof- 
fee percolator, water 
kettle, toaster and 
waffle iron. A little 
white metal cabinet 
housed these things when they were 
not in use and on top of the cabinet 
rested a nursery size refrigerator 
from which water was drawn at in- 
tervals to prevent leaking. 

Thus it happened that instead of 
Marie seeking favors from Sally, she 
bestowed them. Fof the experience 
supplied Sally with a new sales idea, 
and came as an answer to that spirit 
within her that craved to do some- 
thing more than merely sell the ap- 
pliances. There are thousands of 
young couples as well as single men 
and women, reasoned Sally, who will 
welcome such an answer to their 
living problem. She was inspired. 
Not as she had been with ideas for 
previous sales campaigns, but in- 
spired because her next campaign 
would be based on the service of 
appliances and her idea of the 
three-in-one room apartment would 
meet a long felt need. 

Imbued with this new idea, Sally 
went directly to Mr. Bangup. The 
“old man” listened interestedly, for 
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no one realized more fully than he 
the three stages of commercial evo- 
lution of the really good merchant, 
and he was glad that Sally was en- 
tering so soon upon her second 
round, so to speak. 

“It’s a darn good idea, we’ll try it. 
Furnish the room in your depart- 
ment and cooperate as closely as you 
can with the other departments. 
Put in everything you can so all are 
represented. In that way we can 


advertise it and charge the cost to 
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. “Not a present, but a payment,” said Sally handing a 


box of cigars to her father 


each department instead of you bear- 
ing the whole expense.” 

Sally fairly floated out of his office 
and home. Though she did come 
down to earth sufficiently to pur- 
chase a box of good havana cigars 
for her Dad on the way. 

“But why the present? Christmas 
is over and my birthday is two 
months off,” Mr. Hope asked, puz- 
zled. 

“It’s not a present but a pay- 
ment,” Sally replied nonchalantly. 
“A payment of gratitude for a les- 
son you taught me.” 

“Taught you?” Sally’s brother 
Ben inquired sarcastically. “Is it 
possible to teach you anything, 
Sally ?” 

“Oh, yes, but I’m choosy about my 
teachers.” . 

“That’s telling you where to put 
your two bits, ain’t it though?” Joe 
Werner, Sally’s electrical contractor 
brother-in-law, addressed himself to 
Ben. 

But Sally pretended not to have 
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heard and went on to explain to her 
father that she had again profited 
by the lesson he taught her some 
time ago to study the public and take 
her selling clues from it. 

Mr. Hope was delighted when she 
finished telling him how she capital- 
ized the idea Marie had supplied, 
and her new slant on merchandising. 

“So!” he sighed, “our Sally has 
been humanized!” 

The plan was as follows: When 
finally the three-in-one room apart- 
ment in her department 
was complete, Sally de- 
cided to give demonstra- 
tions of the appliances 
as often as there were 
visitors. On the _ wall 
near the entrance, and 
so prominent that all 
could see, was a framed 
typewritten itemized 
record giving the entire 
cost of furnishing such 
a room, and also the 
cost of each item or 
piece of equipment. A 
pile of pamphlets ex- 
plaining how all or a 
portion of the furnish- 
ings could be purchased 
on a budget plan was 
available, and as a result 
all house furnishing de- 
partments in the store 
benefited by the cam- 
paign. 

Window cards were prepared, and 
box notices were run daily in the 
store’s newspaper advertisement, 
which read something like this: 

; Window Cards 
Bachelor Apartments for Maids 
and Men 
Three Rooms in One 

Visit our Electrical Department 
and see how amazingly comfortable 
you can be—Electrically. Make your 
room a Home. Demonstrations now 
going on. 


Keep “bach” de luxe. Electrical 
servants for every task. All com- 
forts of home. Entertaining made 
easy. A real one-room Home to suit 
every need and income. Demonstra- 
tions now going on in our Electrical 
Department. 


He proposed the Second Time he 
called. She maintains a complete 
one-room home. She seemed so com- 
fortable, so satisfied, so capable and 

(Continued on page 46) 
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trouble. Some day we won’t have to do much but push 
buttons at home.” His customer went over to the cooker 
demonstration stand and listened. Associated merchan- 
dise! And can you beat the line ‘“‘just as simple and just 


The Lighting Equipment Show 


T the end of January there is to be a lighting equip- 
A ment show in the Hollenden Hotel in Cleveland, 
sponsored by the Artistic Lighting Equipment 
Association. The association members are seeking to 
confine this display to worthwhile merchandise, and 
they learn to their consternation that some makers of 
more or less dependable merchandise are arranging for 
private exhibitions during the period, and the associa- 
tion members are worried for fear merchants will be 
gypped by unethical exhibitors. Perhaps some will be. 
There are always unethical buyers as well as sellers. 
However, the association will not be to blame. 
It is probable that you made some resolutions 
this year, and here is hoping that you keep them. 





The Red Seal Home 


S there a Red Seal Home in your town? If not, why 
| not? Have you tried to start a movement to get 

one? Every merchant is interested. The Red Seal 
Home creates a demand for merchandise, not only elec- 
trical but other home furnishings. It establishes a 
higher standard of living and the demand for better 
equipment of every sort in the home. Electrical cook- 
ing and table service brings a demand for other equip- 
ment to match it. A home properly equipped elec- 
trically is the beginning of an endless chain of better 
home furnishing sales. 


Especially that one about getting a wired home 
mailing list and using it at least once a month— 
once a week is better. 


Thou Shalt Not! 


HERE is one class of merchant who should not 
sell electrical appliances. This is the man who 
does not believe in keeping his stock clean. If 
uppliances are not kept bright they will not sell. If 
they become very dingy they cannot be brought back 
to original state by ordinary methods. Clean stock is a 
necessity to success in any business and a double neces- 
sity in an electrical appliance business. 





Do not forget the one about suggesting addi- 
tional wiring for the customer’s home and speaking 
to the contractor about it. 





Associated Merchandise 


UST what is the relation between the purchase of 
J an incandescent lamp or a flashlight battery and a 

percolator, waffle iron or a washing machine? 
Many psychologists have been trying to explain this for 
a long time. Perhaps they have made it clear to some. 
There certainly is a relation. Perhaps the clerk who 
said to a lamp customer: “Great stuff, this electric 
light. An electric cooker is great stuff, too. Just as 
simple, just as mysterious, saves as much time and 
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as mysterious” ? 





——_ 


And about the Red Seal Home and other elec- 
trical promotion—get in on itt. 


Show Windows in Small Towns 


OHN HALL sells radio in an Iowa town of 2100. 
J He built a show window background to represent 
the corner of a room, put on wall paper, hung some 
pictures, placed a center table with scarf, added a book- 
case with some books and then placed his best-selling 
model of radio receiver in the proper place. He bor- 
rowed the furniture of a neighbor merchant and put 
cards on it. Everybody in town and most of those from 
the country ’round stopped to look at the windows. ‘“‘As 
good as a city window,” they said. That week he sold 
fifteen of the receivers. 


Oh, yes! You know you vowed to hold an glec- 
trical show in your store. Keep that one. 





The Peter Pan Alibi 


r YHE merchants of this country are, as a rule, a 
hardheaded, straight thinking class. They have 
been members of the Rotary Club long enough to 

know most of the tricks of oratory and to know an alibi 

when they hear one. When this alibi is frequently re- 
peated they scorn it. These remarks are prompted by 

a veteran merchant’s comment on hearing so often “this 

infant industry” from electrical industry speakers. 

“When is the child going to grow up?” he asked. “We 

have seen many industries rise since electricity talked 

in millions,” he added, “and some have died of old age 
and some are settled into routine. For my part I be- 
lieve electrieity is old enough to drop the infancy alibi 
and admit that mistakes are mistakes.” And that’s that. 
Then, too; rounding out the line as soon as possi- 
ble. Lamp customers can also use electrical re- 
frigerators. 


Broadcasting Confusion 


HERE can be no doubt but that the widely ex- 
ploited confusion in broadcasting wave lengths 
has hurt the sale of radio receivers—it has hurt 
much more than the actual detriment to the receiver 
owner’s pleasure has justified. Now that the dealer, 
along with every other branch of the trade has suffered, 
has been hurt, what is he going to do about it? Broad- 
casting regulation will be a topic in the present short 
session of Congress. Whether it is a subject of action 
will depend upon the people. If the merchant who sells 
radio will write to his Congressman and get his radio 
users to write—demanding proper regulation—there will 
be action. The White bill seems to be the best bet. 




















If you do not 
already carry 
the Premier 
Duplex, start 
with the new 
year. Sales have 
been mounting 
rapidl y—and 
dealers this year 
are in line for 
fast turnover 
and quick prof- 
its. Write or 
wire today for 
details of the 
valuable fran- 
chise. 





























99,093,000 readers 
this year 
This great number of people 
will see and read the strik- 
ing Premier Duplex ads 
this year. These ads have 
proven themselves steady 
sales makers. 


Other magazines 
on the list 


Good Housekeeping 
Pictorial Review 

Ladies’ Home Journal 
Woman’s Home Companion 
Liberty 
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New Goods to Sell 


Unitron Control 





This control enables you to draw 
current for both your “A” charger 
and “B” eliminator from the light 
socket and control both by the switch 
located on the operating panel of the 
set. When the set is turned on the 
“B” eliminator is thrown in and the 
“A” charger is cut out. When the set 
is switched off the reverse happens. 
Manufactured by the Forest Electric 
Co., Newark, N. J. 


Eskimo Model 29 Fan 








A new two speed 9 inch oscillating 
fan, with toggle switch in a heavy cast 
base, operating on 110-120 volts A. C. 
or D. C. current, has been brought out 
by the United Electric Manufacturing 
Co., Adrian, Mich. The fan has self- 
alignment bearings, swivel joint and is 
adjustable to any angle. 





New Westinghouse Light and 
Power Plant 


A new non-battery design of light 
and power plant is being manufac- 
tured by the Westinghouse Electric 
and Manufacturing Company, East 





Pittsburgh, Pa., for furnishing light 
and power on farms, in oil and gas 
fields, air mail landing fields, ships and 
places where central station service is 
not available. It is also valuable for 
auxiliary electric service and for 
standby service. This new type of 
plant, type E-86, is a non-battery, 2000 
watt, 110 volt plant, particularly adapt- 
able where the use of batteries is not 
desirable. The new plant will develop 
four kilowatt hours of power on one 
gallon of fuel. It is air cooled, lu- 
bricated with the splash system and no 
electrical parts are exposed. This plant 
has a shipping weight of 695 lb. 





Electrical Aerating Device 


A device to be attached to the vacuum 
cleaner, and used to electrically air 
and renovate pillows, blankets, por- 
tieres and clothing, has been placed on 
the market by the Vacuumizer Mfg. 
Corp., 77 St. Paul Street, Rochester, 
N. Y. The device is a bag of rubber- 
coated sani-cloth, with a drawstring at 
the end where the things to be cleaned 
are inserted; the other end is attached 
to the vacuum cleaner and can be used 
with any cleaner that is provided with 
attachments. The air is sucked through 
21 suction cups. The metal parts at 
the end connected with the vacuum are 





Abox Filter 





A filter eliminating the necessity of 
an “A” storage battery is being manu- 
factured by the Abox Company, 215 N. 
Michigan Ave., Chicago, Ili. Filament 
current is supplied directly from the 
light socket, through the charger to 
the filter, which passes to the set the 
right amount of rectified current at 
the proper voltage for the best opera- 
tion of the tubes. The filter is never 
charged or discharged, it merely filters 
the current supplied through the 
charger and renders it suitable for 
radio operation. The filter is about 
half the size and weight of the average 
storage battery. The manufacturers 
claim that the unit does not deteriorate 
in use or disuse and that the results 
are always uniform. 
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of white baked enamel and highly pol- 
ished nickeled brass. The device and 
vacuum cleaner when placed at an open 
window or on a balcony or porch, will 
eliminate the drudgery of hanging 
clothes on the line to air and renovate, 
purifying them while in use or fitting 
them to be packed away. When not 
used for renovating, the bag can be 
used for moth proof storage (having a 
capacity of three pillows, three blank- 
ets or their equivalent) or can be 
folded and stored in a small space in a 
drawer. 


Radio Tube 


The Strongson Self Shielded Copper 
Plated Radio Tube, manufactured by 
the Moulded Products Corp., 549 W. 
52nd Fifty-second Street, New York, is 
claimed by the manufacturer to give 
keener selectivity and perfectly tuned 
reproduction by drawing off interfer- 
ence through a ground to the negative 
“A” terminal. The construction of the 
tube isolates microphonic noises, ori- 
ginating with it and prevents electrical 
and magnetic inter-action between tube 
stages by drawing off this interference 
through a ground to the negative “A”’ 
terminal. 
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Facealite 


The Metropolitan Electric Mfg. Co., 
Boulevard at Fourteenth Street, Long 
Island City, New York, has brought out 
a mirror in three styles and also in a 
bathroom cabinet, which has an electric 
light arranged inside the case holding 
the mirror, giving a reflected light, 
shielded from the eyes and thrown 
upwardly on the face. 



























































Know that feeling of confidence 
that comes with selling 


ELECTRICS 





L@H Electrics TRADE MARK 
Aegeiionses RANGES AND APPLIANCES 
inc 
a You can recommend them with the assurance that they provide the 
Table Stoves utmost in satisfaction to your trade with the minimum of bervicing 
—_ Toasters from you. An extensive variety of desirable models for various needs. 
7 
Hot  —- The line embraces such marked betterments as the Porcelain Enameled one-piece Round- 


cornered Oven—Automatic Time and Temperature controls, Individually Fused Units and 


Curling Irons 
gg Conduit-enclosed Wiring—all advantages that appeal to the housewife. The loyal praise 
Heating Pads of thousands of satisfied users and the powerful influence of national advertising help build 
len Heaters sales and profits for you in LH ELECTRICS Ranges. 
Air Heaters MANUFACTURED BY 

A. J. LINDEMANN & HOVERSON CO. 

435 Cleveland Avenue Milwaukee, Wisconsin 

Long Beach Building L@H Building 1636-14th Street 715 Bryant Street 
~ & Chicago II]. Denver, Colo. San Francisco Calif. 
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Beach 


Necessary Electrical Devices 


19 Numbers 


in This Fast Selling, Nationally 


Advertised, Profit Line 


Vacuum Sweepers 

Home Motors 

Hair Dryers 

Vibrators 

Drink Mixers 

Sewing Machine and 
Tailor Motors 

i, H.P. Power Motors 

Tool Post Grinders 

Jewelers’ Lathe Motors 


LL of these products are guaran- 
teed absolutely and of highest 
quality. They are sold and stocked 
by representative Jobbers every- 
where. Dealers find it pays to be a 
Full Line Dealer—It will pay you, 
too. 


If you’re only selling a few num- 
bers ask your Jobber for prices and 
full information on the Full Hamil- 
ton Beach Line. If you don’t know 
the Jobber nearest you, write us for 
his name. 


HAMILTON BEACH MBFG. CoO. 


Racine, Wis. 


























Concerning Lighting Fixtures 


ROBABLY all merchants who sell housefurnish- 
p ings in any degree have considered lighting fix- 
tures at some time. A good many of these 
merchants have stocked them. Some have retained 
them as a line of merchandise and regard fixtures as 
one of the most desirable lines in the store. 

Other merchants have sold fixtures for a time, found 
much grief and have discarded the line, vowing never 
again. Other merchants have concluded that there are 
breakers ahead and have not experimented. 

The situation is one that makes it difficult to get an 
average line. 

Today the situation is different than in the past. 
Practically all of the elements involved have changed 
to improve the situation from a merchandising view- 
point. 

The market is expanding—it now exceeds $240,000,- 
000 annually, or something more than $15 per wired 
home in this country, including new work. The num- 
ber of wired homes in the dealer’s list of customers will 
give him some idea of the volume he might compete for. 

A part of the expansion of the market is a greater 
realization on the part of householders and tenants that 
the lighting fixtures are really a part of their home 
furnishings and that the fixtures must be in keeping 
with the other furnishings. To that extent, at least, 
lighting fixtures become style merchandise. When an 
article becomes style merchandise it means increased 
sales. 

This is being brought about by the work of the Artis- 
tic Lighting Equipment Association, which has resumed 
the annual exhibitions of lighting fixtures and will open 
this year’s exhibit in Cleveland to the public at certain 
hours. Also several lighting fixture manufacturers 
have undertaken national advertising campaigns, in 
which they promote period design, the style element and 
better quality. 

The installation feature has in many cases kept the 
housefurnishing merchant out of the business. Light- 
ing fixture installation is now done on a flat rate sched- 
ule. The cost per outlet for installation of fixtures is 
scheduled and the merchant—on selling a fixture—can 
make his price accordingly and have the work done by 
a contractor. Many contractors will be more receptive 
to this proposition than a few years ago, when they 
were thinking more in terms of merchandising than at 
present. 

A direct help to the selling of lighting fixtures is the 
increased volume in electrical goods of all kinds sold by 
hardware and department stores in the last few years. 
Practically every such store now has an electrical de- 
partment and in a fair proportion of these departments 
is a man who is entirely capable of hanging fixtures, 
unless the city ordinances or craft practice forbid. 

The long-standing objection to fixtures that they 
make the store room unsightly, require much space and 
are always dirty, has been met. We shall present a 
modern plan for displaying fixtures in an early issue 
of ELECTRICAL GOODS. 
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The “Norma” Precision Ball 
Bearings in use in hundreds of 
thousands of motored appliances 
are exactly the same bearings 
which—used by the million in 
motor cars and trucks, airplanes 
and machine tools—are recog- 
nized standards of trouble-free 
performance. Ask us for the 
_ names of manufacturers who use 
motors with “Norma” Ball 
Bearings. 





Electrical Goods Section 





mn 
Ter Majestys 


Oe e 
oP ale A) TUICE 


ALL BEARINGS—having revolutionized in- 

dustrial machinery and made automotive 
transport possible—are now placing themselves 
at the service of Her Majesty, the American 
Woman. 


In the motors driving vacuum cleaners, floor 
polishers, washing machines, ironers, electric re- 
frigerators, and other electrical utilities—ball 
bearings save trouble, lighten labor, make oiling 
unnecessary, banish greasy grime, aid in the doing 
of more and better work. 


Dealers offering household appliances with this 
advanced improvement—ball bearing motors— 
meet a quick response from those who are both 
willing and able to buy the best. 


NORMA-HOFFMANN BEARINGS CORP. 
STAMFORD, CONN, U. S. A. 
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BALL BEARINGS 














—another Triangle Year! 


Triangle facilities assure 
you unequalled service on 
Superior Wiring Materials 
Factories at— 
Brooklyn, New York 
' Chicago, Illinois 
Butler, Pennsylvania 


(In Canada:—Canadian Triangle 
Conduit Co., Ltd., Toronto) 


Manufacturing TRIANGLE 
Armored Conductors, Round and Flat 
Flexible Steel Conduit 
Flexible Non-Metallic Conduit 


Rubber Covered Wire 
(Code, Intermediate, 30% Para) 


“TRIEX” (Non-Metallic Sheathed Cable) 
Rubber Covered, Lead Encased Wire 
Rigid Steel Conduit, Enameled aid 
Galvanized, Elbows and Couplings 
and 





Weighs 
only 
two pounds 





The Triangle Armored Cable 
Tool te strip and cut 
armered cable. 











“Making it easier for the Contractor” 


TRIANGLE CONDUIT CO., Inc. 


General Offices 


Dry Harbor Rd. & Cooper Ave., Brooklyn, N. Y. 
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As to New Lines 


HE merchant who is maintaining a leadership in 
4 his community and who is making the steady in- 

crease in volume turnover required to meet the 
increasing expenses of storekeeping, has problems that 
differ in detail from those of the merchant who always 
plays safe and lets his neighbor do the pioneering. 

The first-mentioned sort of a merchant is always look- 
ing into new lines. He reads or hears of a new sort of 
merchandise and he wants to be off with the first start- 
ers. Many times he finds that he must pioneer in 
strange lands—a situation that existed a few years ago 
in radio (and does today to some extent) and which 
obtains fully in electrical refrigeration. 

It is said that almost 200 companies have announced 
that they will manufacture electrical refrigeration de- 
vices. Most of these companies are newly formed or 
have been manufacturing something not related to 
electrical refrigeration. Strange as it may appear, few, 
if any, of the ice box manufacturers have brought out 
mechanical ice making machines. Some of them have 
been combined with device manufacturers. 

The first question always about taking up a new line 
relates to the manufacturer, his history, reputation for 
maintaining a steady sales policy, quality of output and 
general treatment of customers. In the case of elec- 
trical refrigeration, the inquiry must differ in many de- 
tails, for no such information is possible in most cases. 

This inquiry resolves itself into a case of judging the 
men at the head of the company, their previous business 
record, how they raised the money for the new company 
and what the sales policy is to be. 

The sales policy is quite important. Some of the 
manufacturers now announcing lines regard themselves 
as entirely electrical and seek outlets only closely inter- 
woven with that industry. They are seeking only 
service companies or electrical contractors as sales 
agents. Others are seeking their outlets through hard- 
ware and department stores and house furnishing de- 
partments. Still others, apparently, have not given a 
thought to distribution, believing in the old adage that 
if you make a good article, the people will beat a path 
to your door to buy it. Some of the newly organized 
companies are planning to do only a local business. 

In a number of cases, the companies making electrical 
refrigeration devices have been in business many years 
but have been making articles that were distributed un- 
der entirely different conditions. The reputations en- 
joyed by these firms for honesty and integrity is of 
value in making an estimate, but if they are going to 
depend upon the existing sales force to sell the refriger- 
ation device in a market that is entirely strange, many 
complications are likely to ensue. 

A dealer in taking on a new line is, of course, always 
interested in advertising, discounts, who are to be the 
wholesale distributors, where the reserve stocks of 
merchandise will be kept, plans for service and for edu- 
cation of salesmen and service men. 

The merchant, in selecting his line, will do well to 
make note of these points and satisfy himself on them 
one by one. Check up on these newcomers by watching 
their advertising. Advertising becomes a _ business 
pledge. Especially is this true of business paper adver- 
tising, such as appears in ELECTRICAL GOODs. 
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Hamilton Beach 







+18= 


Denver and 


West $19.00 





This Home 
Motor Makes an 
Electric of Any 
Sewing Machine. 









Fractional H. P. Motors for Grinding, 
Polishing, Buffing. 





Full Line of Vibrators 


r 


Full Line of Hair Dryers. 
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will be more extensively advertised 
in 1927 than ever before— 


This year’s campaign will be persistent and 
consistent—month after month. Dominating 
space will be used in the leading Women’s Pub- 
lications, reaching millions of America’s Best 
Homes— 


Your Profit Is Right 


Right profit comes only when a line meets a real de- 
mand—the quality is unquestionably the highest— 
service is minimum; aggressive merchandising helps 
are provided and the margin gives the dealer his. The 
Hamilton Beach Line meets every one of these re- 
quirements. 


Sold by reliable jobbers everywhere. Write us for 


details and name of jobber nearest you. 


Hamilton Beach Mfg. Co., Racine, Wis. 
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Famous Hamilton Beach Vacuum Sweeper. Drink Mixers 
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‘‘They Keep a-Running”’ 














Century 12 in. Portable Oscillating Fan 


Built for A.C. and D.C. Service 


Cae 


FANS 


Century 9 and 12 in. Portable Oscillating Fans “Keep 
a-Running” for years—they meet all Century standards. 


(1) Induction type motor for all A.C. fans and a 
series wound motor for D.C. fans. 


(2) ane enclosed motor body—excludes dust and 
irt. 





(3) Fan motor supported on ball bearings. 
4) 3-point speed regulation. 

( 5) Specially designed lubrication system that re- 
quires little attention. 

(6) Oscillating mechanism with graceful external 
lines and simple control. 

(7 ) Double-reduction steel worms and bronze gears 
of a size that last—they cannot be stripped. 

( 8 If the fan oscillates into contact with a station- 
ary object, it automatically adjusts itself to 
another arc of oscillation. Does not tip over 
easily. 

(9) Pressed steel base—electrically welded steel 
guards, strongly braced at important points. 

(10) Blades heavy brass,.dipped and lacquered. 


Century Fans are made in the following sizes and types: 
Stationary 9-inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9-inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9, 12 and 16 inch, 3-speed Portable, for A.C. and D.C. 
Ceiling 58-inch sweep, 3-speed, for A.C. and D.C. 

Ventilating 16-inch, 3-speed, for A.C. and D.C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


30 Stock Points in the United States 
and More Than 50 Outside Thereof 





Portable 














Electrical Business Briefs 


HIEF JUSTICE TAFT wrote the decision for 
CC the United States Supreme Court that approves 
of the merchandising practice of the General 
Electric Co. for controlling the resale price of incan- 
descent lamps. The decision ends the litigation insti- 
tuted by the Department of Justice against the General 
Electric Co. and the Westinghouse Electric & Manu- 
facturing Co. attacking the license agreement, as well 
as the dealing with resale agents. Both phases of prac- 
tice were approved. The decision holds that as the 
General Electric Co. pays the freight on the merchan- 
dise, carries insurance against them while in the dealer’s 
possession, does not collect until the lamps have been 
sold to consumers, and in other ways bears the burden 
of the merchandising routine, that the lamps belong 
to the company and it is justified in dictating the price 
at which they shall be sold. As to the license agree- 
ment with Westinghouse, the court holds that this 
agreement is in accord with the rights of a patent 
holder. Westinghouse lamps are marketed by the same 
plan as those manufactured by the General Electric. 
This suit was brought by the government on the charge 
that the lamp companies were evading the terms of a 
decision rendered some time ago in a suit charging a 
monopoly in lamp manufacture. 
* * 7 
The McGraw Electric Appliance Co. has taken over 
the business formerly conducted under the name of 
The McGraw Co., jobbers of electric supplies and radio, 


at St. Louis. There are no changes in organization. 
* - * 


E. H. Schwab has been elected president of the Split- 
dorf Electrical Co. of Newark, N. J. Mr. Schwab, who 
joined this company when the merger with the Bethle- 
hem Spark Plug Co. was effected, has been chairman 
of the board and now succeeds M. W. Bartlett, who re- 
tires from the company, as president. The company 
plans a more active sales campaign in behalf of the 
radio products. Mr. Schwab is a brother of Charles 
M. Schwab, the steel man. 

- na ~*~ 

Harry A, Beach has been named as salesmanager of 
the Charles Freshman Co., New York. Mr. Beach was 
formerly connected with Victor and Brunswick talking 
machine sales, resigning from the latter company re- 
cently. 

+. 7 ve 

The prize committee of the Sesquicentennial Expo- 
sition of Philadelphia has awarded the Grand Prize of 
the electric cleaner division to the Eureka Vacuum 
Cleaner. The awards at the Sesquicentennial were 
made by an international committee, based on conditions 
laid down by the committee. The cleaner industry is 
seventeen years old. 

* . * 

W. F. Barrett was elected vice-president, and G. W. 
Mead a director of the Union Carbide and Carbon Corp. 
at a recent meeting of the board of directors. Mr. Bar- 
rett has been associated with the subsidiary companies 
of the corporation since 1913, and in addition to the 
vice-presidency of the parent corporation, is president 
of the Linde Co., The Prest-O-Lite Co., Inc., Dominion 
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NEUTRODYNE 


approaches its fourth birthday 
in 1927 
It has proved itself fittest to survive 


LOOK back over the last five years of radio history. What have 
you seen? First, the public success of the three pre-broadcasting 
receiving circuits—a success due to circumstances rather than 
merit. They were all there was, until Neutrodyne entered the 
field in 1923 with the first method of reception devised solely for 
home radio, for the faithful reproduction as well as selective 
and sensitive selection of programs. 

Neutrodyne’s success was immediate. Never had the public had 
such magnificent radio results, such supremely easy operation. 

Came the flood, as the movie people say. A flood of imitators, 
of dynes this and that. The name was copied, simulated, imi- 
tated. But without the Neutrodyne principle, any imitation of 
the name was and is worthless. The name and the fundamental 
principle are one and inseparable. Only the fourteen licensed 
manufacturers named below make Neutrodyne receivers. 

Today, when the fourth anniversary of the Neutrodyne receiver 
approaches, Neutrodyne is in a stronger position than ever in 
public favor, in the sales asset it puts in dealers’ hands. During 
nearly four years, scores of imitators have come and gone, leav- 
ing dealers and users holding the bag for these manufacturers, 
some of whom were merely ignorant of the patent situation, 
while others were plainly piratical. 

Nearly four years have demonstrated Neutrodyne’s. inherent 
merit, its permanence and profitableness. Ask yourself if you can 
afford to do business without a line of Neutrodyne receivers. 


—— — = trade-mark 





Fi UiRODYN 





Ss 


G. U.S. PAT 
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UTR 1.480, ODYN 
w yi ‘seapee 1,877,421 ‘segee 
OTHER PATENTS PENDING 


It is your protection against patent 
infringement liability 


The following fourteen manufacturers are the only ones licensed to make Neutrodyne receivers and 

the protection of distributors and dealers against patent infringement liability, maintained by the 

Hazeltine Corporation and Independent Radio Maaufacturers, Incorporated, applies to none other 
than Neutrodyne receivers. 

THE AMRAD CORPORATION, Medford Hillside, Mass. HOWARD RADIO COMPANY, Inc., Chicago, IIl. 











F. A. D. ANDREA, Inc., New York City KING-HINNERS RADIO COMPANY, Inc., Buffalo, N. Y. 
I RADIO COMPANY, N k, N. J. WM. J. MURDOCK CoO., Chelsea, Mass 
ee _— STROMBERG-CARLSON TELEPHONE MANUFACTUR- 
EAGLE RADIO COMPANY, Newark, N. J. NG COMPANY. Rochester, N. Y. 
FREED-EISEMANN RADIO CORPORATION R. - THOMPSON MANUFACTURING co. 
Brooklyn, N. Y. Jersey City, N. 
GAROD CORPORATION, Belleville, N. J. WARE RADIO CORPORATION, New York City 
GILFILLAN RADIO CORPORATION, Los Angeles, Cal. THE ety > MANUFACTURING co. 
eveland, io 
HAZELTINE CORPORATION INDEPENDENT RADIO MANUFACTURERS 
(Sole owner of “Neutrodyne” patents and trade-marks) (Exclusive licensee of Hazeltine Corporation) 
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Pity the 
——Poor Dealer 


Who 


Will Soon Be Mobbed by an Army of 
Fan Sellers 


Who Will Find Their Products Looking 
And Running Alike 


Who Will Find That One Doesn’t Seem 
Much Better Than Any Other 


Yet Who Must Handle a Fan That Has 
Talking Points Strong Enough to “Sell” 
His Customers Next Summer. 


What Can He Do? 


Day-Fan Fans Have 
Talking Points 








ALKING points—that’s 
what you want in a fan. 
You want something you 
won’t have to apologize 
for next summer—something 
that allows you to say to a 
customer: ‘‘Now here’s a fan 
you won't find in every store— 
because no other fan is like it. 
Let me show you . 
and you’re well on the way ‘to 
a sale. 

Talking points—and Day-Fan 
Fan has them. Day-Fan gives 
a perspiring customer “extra air delivery”—because the blades 
are big and the motor strong. The fan with the “big blow” 
they call it. Day-Fan runs in_ heat, dirt and dampness— 
that’s because its motor is triple insulated in case of just sucno 
service. Day-Fans are so well armed against heat, they use them 
in the tropics. Got 38 years’ experience behind them, too. 
Economical—they save on the current, and as for long life—well, 
one Day-Fan Fan we heard of recently had run for 26 years— 
and is still running. 

Don’t sign up for next year until you first plug a Day-Fan Fan 
into a socket, turn the switch, and feel the “‘extra blow.” 


Ask us for information. 


DAY-FAN ELECTRIC COMPANY 
Ohio 


Dayton 
For More Than 38 Years Manufacturers of 
High Grade Electrical Apparatus. 





RADIO +> MOTORS: FANS 


PRODUCTS 
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Oxygen Co., Prest-O-Lite Company of Canada, Ltd., 
Union Carbide and Carbon Research Laboratories, Inc., 
Carbide and Chemicals Corp., and Glendenin Gasoline 
Co., and a director of other subsidiaries. Mr. Mead, 
the new director, has been associated with the organiza- 
tion since 1906 and was the first secretary of the Union 
Carbide Co. He is a director and officer of half a dozen 
of the subsidiary companies. 
* * * 

Melvin A. Taylor, president of the First National 
Bank of Chicago, has been elected a director of the 
General Electric Co. Mr. Taylor is a Kentuckian, and 
was educated for the law but went into banking. 

os * * 


A reduction in price, averaging five per cent, on 


'_motors from one to 200 horsepower, was announced in 
December by the General Electric Co. 
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The Edwin F. Guth Co. of St. Louis, has announced 
the organization of that business for the manufacture 
of “artistic hand wrot iron.” J. J. Moher is in charge 
of the division and will manufacture gates, balconies, 
grilles, railings, furniture, mirror frames, curtain rods, 
drape hangers, hardware and novelties. Special atten- 
tion will be given to filling orders from special designs. 
The Guth company has specialized in lighting equip- 
ment. 

* * * 

The Couzens Ice Machine Co. has been purchased by 
the Superior Iceless Refrigerator, Inc., of which 
Charles A. Kolp of Canton is president. Senator 
Couzens disposed of this plant a few weeks after his 
purchase when he learned that electric refrigerators 
were being sold chiefly through time payments. Other 
officers of the Superior company are Edward L. Frantz, 
executive vice-president, also chairman of the Apex 
Electric Mfg. Co.; C. F. Carroll, second vice-president, 
in charge of sales; E. E. Quirk, secretary, and M. J. 
Murphy, treasurer. 

— - * 

H. J. Mauger, assistant to the president of the Edison 
Electric Appliance Co., has been elected chairman of the 
Heating Section Division of the National Association 
of Electrical Manufacturers. Mr. Mauger has been 
active as chairman of the technical committee of the 
division and has done much work in promoting higher 
standards for the manufacture of appliances. He has 
been connected with the executive work of the Edison 
company since 1918, when the Hotpoint and Hughes 
companies were merged. 





Selling Stunts 
(Continued from page 21) 

The A. W. Mayer Co., radio dealers in Boston, offered 
the manager of the Fenway motion picture theater in 
the neighborhood of their store the use of a Kolster 
radio receiver to broadcast the Dempsey-Tunney fight 
when that educational event was held in Philadelphia. 
The offer was accepted and the entire arrangement ex- 
plained on the program. The theater was filled during 
the hours-of the fight, and the manager saw to it that 
each heard as well as read about the Kolster set. So 
it proved to be an exceptional demonstration to 1400 
persons. 





























ATWATER KENT 
RADIO 






MODEL+3>5, illustrated, 6-tube One 
Dial Receiver, less tubes and batteries, 
but with battery cable attached, $70. 
Other One Dial Receivers, $85 and 


$140. 


Radio Speakers 
$16 to $23 


The first receiving Set sold by the Every Sunpay EveENING: 


The Atwater Kent Radio Hour 
brings you the stars of opera 


Atwater Kent Manutfactu ring Co, was im concert in Radio's fine 
program. ear it at 9:1 
Eastern Time, 8:15 Central 


shipped from the factory November, 1922. Time, throu 


WEAF . . . . NewYork 


Figures for the intervening Years, — wae 2 2s ! Providence 


es 6'. o< -ee@ e 

- . : wre. . . . Washington 
showing the increasing demand for ss 005 2 Cincinnati 
WTAM . . . . Cleveland 

WTAG . ..«-«. #eé@ reester 

Atwater Kent Sets, are: WON Ly Chmaee 
wri. . . . Philadelphia 

6 b Q 6 g Ae Pittsburgh 

1922-1922.... 2 1925-1926... 211,20 wor... . . Buffalo 

9 9 3 Q. 4 5 9 3 ? woc . . . . Davenport 
BOS 7eiess4 . « « « 2 PRODUCTION OF SETS FOR: MR. «+ + « « » Mie 

9 3 7 + 3 9 / WW . «ts « « Bae 
1924-1925 ...175,461 1926-1927... 600,000 weco . Minneapolis-St. Paul 


ATWATER KENT MANUFACTURING COMPANY 
A. Atwater Kent, President 
Write for illustrated 4736 Wissahickon Ave., Philadelphia, Pa. Prices slightly higher 


booklet of Atwater Kent Radio from the Rockies west, and in Canada 
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CN AMPLION-TY? 


distribution is country-wide 


Distributors are especially enthu- 
siastic about the two Amplion inno- 
vations for this season, the Amplion 
Cone and the Amplion Patrician. 


Important Announce- 
ment to the Trade 


The Amplion Patrician new list price is 


$50.00. 





The Patrician ~<a See Unit 
and a 48” air-column in a handsome hand 
—" Patrician carved mahogany cabinet 18 in. x 12 in. x 

$50 9 in. Do not fail to see this new model. 
The secret of the fine performance of every 
Amplion model lies of course in the match- 
iess Amplion unit. 


Whatever type of reproducer 
y © u r customers prefer, 
whether it be horn, air-col- 
umn, cone or phonograph at- 
tachment, the Amplion unit, 
which is the heart of all 





Amplion  reproducers,_ will 
Amplion Cone help any set to give its best 
HBS. cccecs $30 performance. 


The Amplion Corporation 


of America 
Suite F, 280 Madison Ave., New York City. 
The Amplion a ‘of Canada Ltd., 


oronto 


<Evnien: 


























Bynum iims al 


BIRNBACH-BATTERY:-CABLE 








unplifies £ 
Sump PUES th erie 
SEPARATE Cotoreo Wires 


3: Conductor Cable with 
Soldered Te 50, 


Also made in 6-7-8 Wine CABLES 
Sor the NEW POWER TUBES 
Improve your reception 
”y pracing Your Loud Speaker any 
BIRNBACH 


20/ Extension Cord 


with Connector 


And 30-40-50-100 foot 
Write fer r Ca alog 


BIRNBACH RADIO CO. . 


370 SEVENTH AVE. NEW YORK CITY 























46 





Salable Radio Accessories 


ERCHANDISING order is coming out of what 

M has been a sort of chaos in radio accessories. 

For instance, the Radio Manufacturers Asso- 

ciation has recently passed to a standard the practice 

of battery cables with a solid color cord for each con- 
nection. 

This has cleared the atmosphere in what has been a 
disputed field. Some persons had been insisting that 
battery cable sets be made of regulation cable with only 
a trace of the color, or a red thread running through 
the dull-colored braid to indicate the positive A battery 
connection. By this standard, this connection cable 
will be made distinctive all-red braid. 

With this question settled, cable manufacturers can 
go ahead with more assurance. The Birnbach Radio 
Co., for instance, has been following this practice, and 
now that it has become standard they are manufactur- 
ing special battery cables for sets. Their standard 
cable is exactly suitable for the Crossley set, and they 
have added to their line battery cable sets for Grebe 
and Freshman sets, each packed with a diagram. This 
company is also manufacturing loud speaker extension 
cords, and during the spring will feature a 100-foot 
cord for permitting the loud speaker to be removed 
to the porch for summer use. This is a part of the anti- 
summer slump campaign. 

This is the type of merchandise, made for a definite 
purpose and properly packed for merchandising, that 
is making the radio accessory business attractive to 
many merchants who do not, perhaps, sell receivers, but 
are finding batteries, tubes, cables and such articles 
good neighborhood merchandise. 








Sally Builds Honeymoon Nest 


(Continued from page 33) 


independent. He felt so unnecessary, so completely out 
of it. He grew homesick and told her so—and now 
they are married. 


Sereda 
/ 


See the one-room Home demonstration now going 
on in our Electrical Department. 


(This one was made in the shape of a heart.) 


For Maids and Men 


Bachelor apartments de luxe at hall bedroom prices. 
It’s the actual homey comforts your living quarters 
afford that really count. Not the amount you pay. 
Visit our Electrical Department and see the complete 
one-room home demonstration. Complete three-room 
service in one. 


Start living today—the electric way. 


Wanted—Bachelor maids and men to live more com- 
fortably. All the comforts of home in one room—the 
electric way. Demonstrations daily in our Electrical 
Department. 


BANGUP’S BIG DEPARTMENT STORE 
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The New Balkite Charger 


MODEL J. Has a low trickle charge 
rate and a high rate for rapid charging 
and heavy duty use. Can thus be used 
either as a trickle or as a high rate 
charger and combines their advan- 
tages. Noiseless. Large water capacity. 
Visible electrolyte level. Rates: with 
6-volt battery, 2.5 and .5 amperes; 
with 4-volt battery, .8 and .2 ampere. 
Special model for 25-40 cycles with 1.5 
amperes high rate. Price $19.50. West 
of Rockies $20. (In Canada $27.50.) 





Balkite Trickle Charger 


MODEL K. For those who require a 
charger of limited capacity only. Can 
be left on continuous or trickle charge 
thus automatically keeping the battery 
at full power. Converts the “A” battery 
into a light socket “A’’ power supply. 
Charging rate about .5 ampere. Over 
300,000 in use. Price $10. West of 
Reckies $10.50. (In Canada $15.) 





Balkite “B” eliminates ‘‘B’’ batteries 
and supplies “‘B” current from the 
light socket. Noiseless. Permanent. 
Employs no tubes and requires no re- 
placements. Three new models. The 
new popular priced Balkite “B’’-W at 
$27.50 for sets of 5 tubes or less re- 

uiring 67 to 90 volts. Balkite ““B”-X, 

illustrated) for sets of 8 tubes or less; 
capacity 30 milliamperes at 135 volts — 
$42. Balkite ‘‘B”-Y, for any radio set; 
capacity 40 milliamperes at 150 volts— 
$69. (In Canada “B”-W $39; “B”-X 
$59.50; “B”’-Y $96.) 





Balkite Combination 
When connected to the “A” battery 
supplies automatic power to both ““A”’ 
and *‘B” circuits. Controlled by the 
filament switch on the set. Entirely 
automatic in operation. Can be put 
either near the set or in a remote 
location. Will serve any set now using 
either 4 or 6-volt “‘A’’ batteries and re- 
quiring not more than 30 milliamperes 
at 135 volts of “B”’ current—practically 
all sets of up to 8 tubes. Price $59.50. 
(In Canada $83.) 


All Balkite Radio Power Units operate 
from 110-120 volt AC current with 
models for both 60 and 50 cycles. The 
new Balkite Charger is also made 
special model for 25-40 cycles. 


ing 








w~ 





Now push the line 


that sells after January 1st 


Balkite sales during the 
1925-26 season were 15% greater after 
than before January 1st 


You know from your own experience in past seasons that 
most radio lines do not sell as well after January Ist as before. 
You also know that to maintain the greatest possible volume 
of sales during the coming months you must push the lines 


‘that sell after January Ist. 


Balkite is one of those lines. You have the proof in this fact: 
The sales of Balkite Radio Power Units during the 1925-26 
season were 15% greater after January Ist than they were 
up to January Ist. 3 


Such a record is to be expected. Every sale of a radio set 
creates a new Balkite-prospect. In many cases a Balkite sale 
is made at the same time. But in many more the sale follows 
a month or two later. That is why Balkite sales continue to 
mount after the peak of'the selling season for sets is over. 
That is why Balkite is one of the lines you ought to push now. 
Jobbers and dealers who concentrated their efforts last year 
on a few live lines secured a much larger volume of sales than 
those whoscattered their effortson manyitems, most of which 
were practically unsalable at this time of year. 


Whenyou push Balkite you profit by Balkite broadcasting 
and by one of the greatest advertising campaigns in radio. 
This campaign goes right on after January Ist. It is behind 
you when it can do you the most good. 


This is the greatest of all seasons for light socket radio 
power devices. Make the maximum profit out of this demand 
by pushing-Balkite, the standard line in the field. 


FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois 


Balkite 


Radio Power Units 











THE BALKITE LINE OF ELECTROLYTIC DEVICES IS PROTECTED BY GIS - EDGAR W. ENGLE U. S&S. REISSUE PATENT NO, 16,438, DATED OCT. 12, ae 
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Cleartone Model 110 Receiver 


Model 110 Radio Receiving Set op- 
erating directly from 105-125 volts 60 
cycle AC light socket is one of the re- 
cent products brought out by the Clear- 
tone Radio Company, Cincinnati, Ohio. 
Five McCullough tubes are used for 
two stages of balanced radio frequency, 





detector and two stages of audio ampli- 
fication. “A” and “B” eliminator built 
in cabinet, and plug can be attached 
directly to the light socket. The cab- 
inet is of solid mahogany, with Bakelite 
panel, sub-panel, knobs and dials. Two 
Vernier dials control. 


Vest Pocket Radio Set 


A portable radio set, weighing four 
ounces has been brought out by the 
Flash Radio Corporation, 127 Federal 
Street, Boston, Mass. The set can be 
carried in the vest pocket and it is 
merely necessary to attach the ear- 











The selectivity is said to be 
remarkable, when it is remembered 
that a crystal detector is used. The 
detector itself is permanently set to a 
sensitive adjustment. The receiving 
range is limited to local stations, or 
within an approximate radius of ten 
miles. No batteries or tubes are used, 
only a pair of headphones and a short 
antenna are needed. 


phones. 


Dover 214-Pound Iron 





A light weight iron, called the New 
Bonnie Dover Iron, suitable for a per- 
son traveling or for boudo'r use, has 
been brought out by the Dover Manu- 
facturing Co., Dover, Ohio. The iron 
weighs 2% pounds equipped with a six- 
foot silk cord with separable connector 
plug and leatherette traveling case, and 
is rated at 220 watts. The ironing sur- 
face is 25%”x5”. While especially 
adapted for traveling, because of its 
light weight, the iron is practical for 
ironing any dainty garment. 





Troubadour Loud Speaker 





The “Troubadour” Quali-Tone Loud 
Speaker was recently brought out by 
the Duro Metal Produets Co., 2649 Kil- 
dare Avenue, Chicago, Ill. The speaker 
is finished in walnut with an ornate 
grill face under which a dull black 
Morocco leather finish shows through. 
The base is also of dull black Mérocco 
leather finish. The height of the in- 
strument is 16% inches, diameter 13% 
inches, depth 5% inches. 





Fantenna 


The Fantenna, a development recently 
announced by the Day-Fan Electric 
pany, Dayton, Ohio, which the man- 
ufacturer claims will greatly increase 
the effectiveness of radio reception, 
making possible clearer reception of 
an increased number of programs. The 
device is adapted to the majority of 





six and seven tube receivers and will 
bring in distant stations hardly audi- 
ble from ordinary antenna reception. 
When used with an antenna of norma! 
length the Fantenna will afford the 
equivalent of night-time reception dur- 
ing the day with surprising volume and 
clarity, and is extremely practical 
when operated from inside antenna in 
congested districts. Installation re- 
quires the connection of three wires. 


Stowit Washer 


The F. L. Smithe Machine Co., Inc., 
633 West 44th Street, New York City, 
has placed on the market an electric 





washing machine, which fits in an ordi- 
nary stationary wash tub. The washer 
is of the revolving cylinder type, the 
motor and control mechanism, are at- 
tached just in front of the wringer, all 
of which fasten on the side of the tub, 
when the washer is in operation and 
can be detached and stowed in the tub. 
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Many of Your J anuary Customers Will N eed | 
Anylite Double Duty Base Plugs! 


Many of your customers will receive radios, floor lamps, 
table lamps, electric candles, etc., for Christmas. Most 
of them will need plug outlets to connect these 
"Pl demtedene chen Thee par- Pe 
- e duty plug. ey take 7 

allel or tandem blades. They fit closeto “3 
the wall, are compact and finely finished. 
Anylite Regulators | 

| 


Wall Outlet Plugs 
King Cole Radios 


ANYLITE Electric Co., Ft. Wayne, Ind. 





Show them the Anylite 


Plural Plugs 
Portable Switches 
Aerial Wire and Magnet Wire 


Write for Prices and Particulars 



































Some Things 


Every Salesperson 
Should Know 


USES constantly come into the conversation of the ap- 
F piiance salesperson. There are two sorts of fuses that 

concern appliance selling; the fuse that is a part of 
the appliance—which is rapidly being succeeded by the 
safety switch—and the fuse that is installed as a part of 
the house wiring system. 

The fuse, or safety switch, however or wherever used, 
is merely a safety valve for the appliance or the wiring 
system. Just as the safety valve of a steam engine, which 
we all know about, is a precaution against too much pres- 
sure in the engine, so the fuse is a precaution against too 
much heat on the wires of the house circuit. 

Electricity makes heat in ratio with the resistance it 
meets in flowing on the wire. Heating elements create heat 
from electricity because the wires in the heating element 
are purposely resistant wires. So when a ready conducting 
wire is overloaded and the current has difficulty in traveling, 
there comes resistance and heat. 

Purposely, the weakest point of every well constructed 
circuit is the fuse. It is carefully manufactured of metal 
that will melt before a dangerous heat is formed on the 
regular wires of the circuit. If it were not for the fuse, 
when an appliance requiring more electricity than should 
flow over the circuit is attached, there certainly would be 
a burnout sooner or later with a probability of damage. 

In the appliance, the fuse or safety switch is the safety 
valve against too much heat in the appliance—the degree 
of heat that would ruin the appliance or ruin the work 
that it is supposed to do, perhaps burn out the element. 

So many people have not been told that when fuses 
blow in their homes that it is a danger signal; a warning 
that they are overloading the circuit or that there is an 
interference with the proper flow of the current. As a 
matter of fact, the blowing of a fuse is the headache of the 
circuit. It is a sign of improper digestion. 

Fuses are made for various current requirements and 
most of us who are not in the technical electrical business 
would not know many sorts of: fuses if we saw them. We 
are interested only in the small fuses that go with the ap- 
pliance and the familiar porcelain incased fuse that serves 
for the household circuit. 

Those who sell ranges and other equipment that re- 
quires more than the lamp socket load will have to go 
one step farther in the fuse intelligence than the sales- 
person who is merely concerned with lamp socket or house- 
hold outlet appliances. 

There has been a tendency lately for many householders 
to “step up” the power in their homes by installing 
higher ampere fuses than were put in when the circuit 
was installed. 

The salesperson should never advise this, as he has no 
knowledge of the exact conditions of the circuit, the size 
of wire used, or many other conditions that might affect 
the safety of the use of the circuit. 

The best suggestion for people who talk of overloads 
is that they do not try to overload their circuits but if it 
is necessary to use two or more irons or other appliances 
at the same time, to use them in different parts of the house 
to bring them on different circuits. 

Much advance has been made in fuse installation in resi- 
dences. Once they were put in dark, out of way places and 
much mystery was made of them. Recently with the advent 
of good looking fuse boxes, they are being installed in con- 
venient positions in the house and their use is being ex- 
plained. The hiding and mystery of the old fuse boxes 
was a resistance to appliance sales, as a fuse blowout ended 
the electrical activity of the day. 

A merchant should be careful of the quality of fuses he 
sells. He should require the Underwriters stamp and 
should never buy them on price alone. Good salesmanship 
will not permit the sale of less than half a dozen fuses to 
the customer. 
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1806 Pine St. 


“They Keep a-Running”’ 





\, Horse Power Split- 
phase Motor 


Continuous 


Reliable Service 


Century Split-phase Constant-speed Motors 
enjoy the same “Keep a-Running” reputation 
that has always identified all Century Electric 
products. 
found in this type of motor are 


Some of the desirable features 


A terminal box, suited either to conduit or 
cord connection, with screw connectors in- 
side. 


End brackets arranged to permit turning the 
motor (for side wall or ceiling mounting) 


without disturbing any wiring connections. 


The Century Wool-yarn System of Lubrica- 
tion which permits one year’s continuous 
operation without reoiling—and provides a 
filter system which prevents dust, dirt and 
abrasives from reaching the bearings. 


A cut-out and governor mechanism proved 
thoroughly reliable in thousands of installa- 
tions. 

Specially adapted to driving washing and 


ironing machines, blowers and other appa- 
ratus imposing a light load start duty. 


Other important points of Century Split-phase Con- 
stant-speed motor design are discussed in Form 
No. 532. Send for your copy today. 

Built in 4%, 144 and 4 horse power sizes. Temperature 
rise not more than 40 deg. Centigrade. 


CENTURY ELECTRIC COMPANY 
St. Louis, Mo. 


For More Than 23 Years at St. Louis 











14,4%&%4 H.P. 


14, % & % H.P. 








MOTORS 











ee ee 


‘ ce 4 amt eo 





e028 an 





Single drum control en- 
ables you to get stations 
in the dark. 


sure of Y 

a slight turn apart. Sta- 
tion letters can be writ- 
ten on drum to re 
turned to at will. Noth- 
ing in radio equals its 
convenience. 





‘‘Acuminators’’ (an  ex- 
clusive Crosley feature) 


weak distant stations 
which are entirely missed 
because of the limitations 
of ordinary one dial con- 
trol sets are easily picked 
up and satisfactorily 
brought in on the loud 
speaker. Stronger  sta- 
tions come in without ad- 
justing Acuminators. 





The “‘Crescendon’’ (an ex- 
clusive Crosley feature) 
enables you to increase 
volume of distant signals 
to room filling proportion. 
This device makes much 
far away broadcasting the 
equal in volume of local 
nearby stations. 





All metal shielding from 
the steel] chassis on which 
radio elements are mount- 
ed increases reception ef- 

ency greatly. Such 
shielding prevents inter- 
stage, external coupling 
and improves stability of 
cirouit, as well as simpli- 
fies manufacturing costs. 





Power tube adaptability 
marks the Crosley ‘‘5-50°’, 
the “‘5-75°" and the RFL 
sets. This feature typifies 


Crosley sion for the 
best o reception at 
moderate st. 
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aianted features math Mis amazing 


an incomparable 


radio value At.. 


It’s wonderful. A radio that delivers entertainment and 
pleasure as you would expect it from the most costly 
apparatus. One finger operates it. Station selector—the 
drum dial—provides space for station letters to be written 
where they can be returned to at will. 

The exquisite finish and fittings of cabinet are in line 
with far more expensive radios. This set is a definite 
tribute to Powel Crosley, Jr’s., ability in manufacturing 
standardization and mass production. It’s difficult to 
estimate what the price of this 5-50 would be if they 
were made in small quantities instead of by the thousands 
daily. 

Write Dept. 132 for Descriptive Literature. 


The Crosley Radio Corporation 
POWEL CROSLEY, Jr., President. 
CINCINNATI, OHIO 
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At left of this paragraph Sketch at left is the 5-50 
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oscillating perfectly bal vette in a beautiful mahogany 
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stone bridge in each stage i 
of amplification. Double 
drum station _ selector. } 
Musicone built in. 40 

inches high. 


space for all batteries, 
ete. Without question 
radio’s greatest value this 
season. 
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GLE DRUM CONTROL SET 


5O 


Crosley sets are licensed under Arm- 
strong U. §. Patent No. 1,113,149, 
or under patent applications of Radio 
Frequency Laboratories, Inc., and 
other patents issued and pending. 
Prices slightly higher west of the 
Rocky Mountains. 


The secret of the popularity of this 
biggest selling loud speaker on the 
market lies in its actuating unit. 
This and NOT the cone shape is the 
reason for its perfect reproduction 

all audible sound. BEWARE of imita- 
tions. There is only one genuine 
Musicone. It is built solely by Crosley 
under mass production methods which 
makes its unmatchable value possible. 


The Musiconsole, pictured to the left, is a welcome 


radio accessory to many homes. Hides unsightly 
wires and batteries within its ample depth. Cros- 
led. Two tone ma- 
hogany finish. Ins dth measurement 24% 


; inches makes a console set of your present table 
m 
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Whirldry Advantages 








will sell almost any woman 











This is the first of a 
series of advertisements 
showing by actual photo- 
graphs the many pio- 
neered features of the 
Whirldry. We will glad- 
ly send the complete set 
of photographs. 





TRADE MAR 


manufacturing facilities 


The combination of the Dunham Cor- 
poration with Winchester brings to the 
Whirldry all the manufacturing facili- 
ties and strength of one of the country’s 
oldest, best-known and largest manu- 
facturers. 


With three and a quarter million square 
feet of factory floor space, thousands of 
employees trained to the construction 
of the finest mechanisms, and years of 
manufacturing experience, there is as- 
surance of success for any product 
backed by Winchester. 





Most washer sales obstacles are easily surmounted 
by a Whirldry demonstration. It’s easy to sell the 
advantages of the double-washing action with its 
cleaner and faster washing—the Whirl-rinsing that 
makes thorough rinsing easy and eliminates the 
nuisance of extra tubs—the Whirl-drying without 
a wringer and the self-emptying without extra at- 
tachments. Demonstration of such advantages will 
sell almost any woman. 


Time and again the 100% labor saving features of 
the Whirldry have helped washer salesmen earn 
bigger incomes than they’d ever had before. Little 
wonder, then, that the best washer salesmen are 
pushing the Whirldry. They know by experience 
that it means more sales, easier sales, bigger profits. 


The Whirldry is the only wringerless washer 


—that does all the work from start to finish 
without lifting or shifting any parts con- 
taining the clothes during any part of the 
entire laundering process. 


—that has double washing action—flowing 
water plus agitation. 


—that was originally designed self-emptying, 
without the aid of pails, syphons, ejectors or 
pump attachments. 


—that whirl-rinses without splashing and with- 
out a special spray or nozzle. 


WIN CHES TER GEORGE W. DUNHAM CORP. 


275 Winchester Ave., New Haven, Conn. 


Consider how the recognized ad- 
vantages plus Winchester ability 
and stability could improve your 
position in the washer field. Pos- 
sibly your territory is still open. 
Better write at once. Just mail 
the coupon. 


George W. Dunham Corp., 
275 Winchester Avenue, 
New Haven, Conn. 
[ want to know about the 
Dunham Plan and the possibill- 
ties which the Whirldry Washer 
offers me. 


Name ..... 


Address. + wkd bare terantindiad a 
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Radiola 20. Challenging the tone quality and 

performance of its bigger and higher priced 

competitors! ,Twenty times as selective as the 

.. average antenna set, and therefore replacing thou- 

Radiola 20, » sands of other sets in the congested broadcast 
list, . $115 ; . 

areas. One of the finest values in radio today! 


1€ travele I 


Radiola 26. A double-purpose set. Portable— 
easy to carry—completely self-contained—for the 
winter vacationist going south. And a very at- 

Radiola 26, tractive home set finished in walnut that is richly 

list, . $225 ce : 
grained. For the living room now—and out-o- 
doors next summer, for those who are spending 
the winter at home. 


yor light socket 
operation 


Radiola 28. Eight tube super-heterodyne— 
known for the finest performance in radio. For ° 


Radiola 28, battery operation. Or for complete A.C. opera- 
list, . $260 tion, as when it is combined with RCA Loud- 


speaker 104, 














RADIO CORPORATION OF AMERICA 


New York Chicago San Francisco 
This sign marks ae 
the leadi | 
er in every Com- 
munity. 
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